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WASHINGTON, Dec. 14—The 
groundwork for stringent alloca- 
tion of materials for consumer 
goods industries has been careful- 
ly prepared during the past few 
weeks in a succession of industry 
meetings and limitation orders 
which will enable industrial mobi- 
lization to move ahead at what- 
ever pace the defense program re- 
quires. 

Without fanfare, National Pro- 
duction Authority has gone 
through the basic steps of organiz- 
ing industry advisory committees 
and setting up limitation orders 
covering virtually all strategic 
metals. So far, the limitations on 
consumer goods industries are rel- 
atively mild, but the situation will 
change automatically as defense 
meeds increase. 

The appointment of Charles E. 
Wilson to direct industrial mobil- 
ization underlines the swift change 
in the tempo of events that is al- 
ready in progress. 

He accepted only on the condi- 
tion that he have clear authority 
over the entire industrial mobil- 
ization program, and report only 
to the President. 


acd j 


w During World War II Mr. Wil- 
son left the War Production Board 
as a result of intra-agency politics. 
As vice-chairman, he had the lead- 
ing role in the development of 
production schedules which were 
instrumental in breaking bottle- 
necks that threatened the entire 


| Groundwork Laid to Hold Consumer 
Goods at Almost Any Level of Output 


MERCHANDISED—This 


Ex-Cell-O Corp. 
full-color page for Pure-Pak in Better 
Homes & Gardens’ January issue will be 
featured on 1,000 dealer display cards. 


war effort. 

With the arrival of Mr. Wilson, 
other officials, including Secre- 
tary of Commerce Charles Sawyer 
and National Security Resources 
Board Chairman Stuart Syming- 
ton, will drop into the background. 

The shift was described as not 
entirely unpleasing to Mr. Syming- 
ton, who is reported to feel that 
Secretary Sawyer was not suf- 
ficiently aggressive in dealing 
with mobilization problems, such 
as the expansion of the steel in- 
dustry. 

(Continued on Page 66) 


U.S. Won't Pay For All Institutional 
See | Ads, Air Materiel Command Warns 


WASHINGTON, Dec. 13—Air Ma- 
teriel Command has issued a memo 
bluntly warning the aviation press 
and aviation advertisers that it is 
unwise to assume that the govern- 
ment will pick up the tab for in- 
stitutional advertising. 

With the Air Force on the verge 
of a big spending program, the pub- 
lic relations office of Air Materiel 
Command says that certain in- 
stitutional ads in technical pub- 
lications qualify as reimbursable 
cost, but that details must be 
worked out with contracting of- 
ficers on a case-by-case basis. 
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The Air Force policy, of course, 
does not prevent an advertiser 
from placing ads whenever or 
wherever he pleases, at his own 
expense. 


s Specifically, Air Materiel Com- 
mand directed its fire at a wide- 
spread belief in the aviation trade 
that certain publications are on an 
“official” list of technical publica- 
tions which can be used on a re- 
imbursable basis. 

Under signature of Col. C. H. 
Welch, chief of the public rela- 
tions office, the memo denies flat- 
ly that any official list exists or is 
contemplated. : 

Such a list was approved for 
Douglas Aircraft Co. by the War 
Department’s board of contract ap- 
peals in 1947, the memo says, but 
has no general application. 

The reasons no such general list 
has ever been prepared or con- 
templated are as follows, the memo 
says: 


a “1. From a policy standpoint 
there are certain basic objections 
inherent in the publication of a 
list of magazines which would 


66| properly be considered as techni- 


cal journals. 

“2. The cost of advertising of an 
institutional character placed in 
a technical journal is a reimburs- 

(Continued on Page 66) 


Spot Prices 
of Book Paper 
Up $10 a Ton 


$125 Newsprint Likely; 
Prices on Coated Paper 
Vary; Some Advance $20 


NEw York, Dec. 14—Most pro- 
ducers of book and litho pa- 
per have advanced spot prices this 
week about $10 a ton, effective 
immediately. Kimberly-Clark 
Corp. has also raised its contract 
price $10 a ton for the first quarter 
of 1951. 

Mills that have upped prices dur- 
ing the week on spot shipments in- 
clude: Frazer Paper Co., $10 a ton; 
Allied Paper Mills, $20; Interna- 
tional Paper Co., $10; Oxford Pa- 
per Co., $10; Champion Paper Co., 
$10 on its machine-coated stock; 
Beckett Paper Co., Mead Paper Co., 
Appleton Coated Paper Co. and 
Hopper Paper Co., all $10. 

Kimberly-Clark has raised 
prices on its Lithofect paper $20 
a ton, and St. Regis Paper Co. has 
announced the following increases: 
brushcoated printing paper, 50¢ 
per cwt.; machine-coated printing 
paper, 20¢; uncoated book, 50¢; 
rocket offset, 75¢, and uncoated 
printing paper, 25¢. 


ws Other mills besides Kimberly- 
Clark are understood to have upped 
contract prices, but confirmation 
is lacking. Few mills are willing 
to discuss contract prices except 
with customers, and emphasis is 
always placed on the fact that con- 
tracts differ depending on variable 
circumstances in each case. 

The consensus in the local pa- 
per market is that the current hike 
in prices has been made chiefly 
because of apprehension about fed- 
eral price and wage controls and 
allocation of pulp and paper for 


(Continued on Page 8) 
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AM StationsFighting 
NBC Rate Cut Plan 


STARTS DRIVE—This is the first ad in an 
expanded campaign by West Coast Fast 
Freight Jnc., Los Angeles, breaking early 
in January in Los Angeles and other 
West Coast newspapers. The quarter-page 
series features satisfied shippers. The 
agency is Van der Boom-Hunt-McNaugh- 
ton Inc., Los Angeles. 


Penny Baker Feature 
Proves Worth for 
Food Advertisers 


LOUISVILLE, Ky., Dec. 15—Penny 
Baker’s Kitchen, an editorial-ap- 
proach food merchandising fea- 
ture of the Louisville Courier- 
Journal, is a good example of new 
techniques in food advertising. 

Begun last May, Penny Baker’s 


Kitchen is a “combination of an. 


editorial type weekly food feature, 
in color, with brand identification, 
a weekly food demonstration—us- 
ing your products—and merchan- 
dising aids at the point of sale in 
(Continued on Page 63) 


Last Minute News Flashes 


Hirshon-Garfield Gets Knothe Bros. Account 

NEw York, Dec. 15—Knothe Bros. Co., maker of Expanso men’s ac- 
cessories and Knothe pajamas, has named Hirshon-Garfield to handle 
its account. Owen & Chappell was the previous agency. 


Sheraton Hotel Chain Appoints BBDO 

Boston, Dec. 15—Sheraton Corp. of America, hotel chain, has named 
Batten, Barton, Durstine & Osborn to handle its account, which pre- 
viously was divided between Doremus & Co. and Arthur W. Sampson 


Inc. 


Du Pont Sets Sponge Ad Schedule © 

WILMINGTON, DEL., Dec. 15—Beginning early next year, Du Pont 
sponge will use multiple inserts in The American Weekly, Good House- 
keeping and 18 big city Sunday newspapers. Batten, Barton, Durstine & 


Osborn is handling the account. 


Chipperfield Heads Media at Hewitt, Ogilvy 


NEw York, Dec. 15—Frank L. (Chips) Chipperfield, formerly media 
head at Roy S. Durstine Inc., has joined Hewitt, Ogilvy, Benson & 
Mather as manager of the media department. He replaces Robert 
Barker, who is now the agency contact on the Sun Oil account. 


Pillsbury Elects Keith a Vice-President 
New York, Dec. 15—Robert J. Keith, director of advertising and pub- 
lic relations of Pillsbury Mills, Minneapolis, was elected a vice-presi- 
dent at a meeting of the board of directors here following the com- 
pany’s second bake-off at the Waldorf-Astoria. 
(Additional News Flashes on Page 67) 


Jan. 1 Date Postponed; 
Some Affiliates Would 
Accept; Meeting Set 


New YorK, Dec. 15—National 
Broadcasting Co.’s long anticipated 
move to meet advertisers’ demands 
for lower nighttime radio rates, 
formalized this week with the net- 
work’s request to affiliates in TV 
cities for approval of a reduction, is 
meeting stiff opposition from lead- 
ing stations. 

The recalcitrant affiliates won 
the first round in the intra-family 
battle this week when NBC junked 
plans for a Jan. 1 effective date for 
the proposed new network time 
schedules and invited stations to a 
meeting here Jan. 10 to discuss the 
problem. 

National’s management had en- 
visaged the AM cuts to coincide 
with a TV increase of approxi- 
mately 35% already announced for 
next month. 


a NEC at this time is not talk- 
ing for publication about the de- 
tails of the suggested rate revisions. 
However, the story as put together 
from other sources looks like this: 

Each AM station in a TV city 
thas been asked to reduce the cost 
of its choice evening time for net- 
work advertisers. Proposed re- 
ductions—accompanied by radio- 
TV share of audience figures and 
other data showing why NBC feels 
the cut should be a particular 
amount—vary from station to sta- 
tion. One station may be asked to 
take an 8% cut, another 15%, and 
another 24%, with the expectation 
of an over-all decrease of 10%. 


a It is not known how closely 
NBC’s blueprint for adjusting ra- 
dio’s time cost to make allowances 
for listeners lost to television par- 
alleis that proposed in mid-sum- 
mer by the Assn. of National Ad- 
vertisers. The approach apparently 
is identical—reduce in markets af- 
fected by TV cuts to be based on 
the most reliable measurements 
of the decline in nighttime listen- 
ing, percentage-wise city by city. 

Approximately 50 NBC radio op- 
erators have been asked to agree 
to lower nighttime network rates. 
There are 63 video markets, but 
NBC doesn’t have AM outlets in 


(Continued on Page 67) * 


Copies Delayed 

As AA went into the mails, 
the railroad switchmen’s 
wildcat strike had resulted in 
a Post Office embargo which 
prevented mailing of copies 
for delivery outside the city 
limits of Chicago. 

A special truck will carry 
copies to New York for dis- 
tribution to readers in that 
area, but there and elsewhere 
throughout the country there 
will probably be some delays 
in delivery. 
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Modglin Shifts Advertising to Newspapers 


Los ANGELES, Dec. 14—The 1951 
spring consumer space advertising 
of the Modglin Co. for its plastic 
Perma-Broom and Perma-Scrub 
will be entirely in newspapers in 
the 77 principal markets of the 
company. — 

The campaign will run approxi- 
mately 13 weeks, from Feb. 8 to 
May 24, with insertions once a 
week on food days, of either 21- or 
42-line ads. 

The 77 markets consist of the 40 
top markets nationally, and the 37 
other markets where the com- 
pany has its strongest distribution. 
The broom is the only one sold so 
extensively. This is possible be- 
cause, as a plastic, it can be mass- 
produced—12,000 daily—and its 
light weight keeps shipping costs 
at a minimum. 


ws Modglin last fall used maga- 
zines, the first broom company to 
do so. Newspapers are being used 
exclusively in the current cam- 
paign because it is believed they 


give the greatest possible pene- 
tration at the local level. It has 
been learned, also, that Modglin 
representatives and retailers are 
more anxious to have specific local 
promotion. 

Modglin will continue iis give- 
away promotion in which free 
merchandise is given in exchange 
for free radio plugs. Currently the 
company is working with 240 AM 
stations and 20 TV outlets. 


s Product theme remains basically 
the same. Copy stresses the “mag- 
netic pick-up” of the broom’s Elec- 
trene bristles, the fact it is half the 
weight of conventional brooms, 
is available in eight colors, is dur- 
able, holds its shape and can be 
washed easily. : 

Trade advertising will run in 
nine grocery and housewares pub- 
lications, and 12 regional books. 
Last spring, Modglin ran ads in 
six national and 30 regional trade 
papers. The regional publications 
were particularly strong in pulling 


power, Modglin revealed. 

Compton Advertising, Holly- 
wood, has been the agency since 
last May. 


Burlington Brewing Co. 
to Kaufman & Associates 


Burlington Brewing Co., Bur- 
lington, Wis., brewer of Van Mer- 
ritt beer, has appointed Kaufman 
& Associates, Chicago, to handle 
the account, effective Feb. 1, 1951. 
Goodkind, Joice & Morgan cur- 
rently directs advertising for Van 
Merritt, now sold nationally. 

Officials of Kaufman & Asso- 
ciates say a number of local and 
regional breweries are expected to 
appoint the agency to handle ad- 
vertising some time this month, 
under Kaufman’s non-competitive 
brewery ad program. However, 
Gipps Brewing Corp., Peoria 
(Gipps Amberlin beer), formerly 
handled by Kaufman, has shifted 
its account to Arbingast, Becht & 
Associates, Peoria. 


Dennett Establishes Agency 
Robert A. Dennett has formed 

Robert A. Dennett Advertising at 

930 Phoenix Bldg., Minneapolis. 
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“It’s the only way we can stay on top of all the orders 
from advertising in the Des Moines. Sunday Register!” 


So what’s a roomful of orders? You're reaching a whole 
stateful of people through the Des Moines Sunday Register! 


It’s a fact! The Des Moines Sunday Register is as common 
as coffee cake every Sunday morning in over a half million 


Iowa homes, everywhere in the 


state. Imagine! Statewide 


family coverage ranges from 50% to saturation in 86 out 
of Iowa’s 99 counties—with coverage not less than 25% in 


the others. 


And what a market it dominates! It spends 5 billion per 
year—with urban spending greater than that of Boston 
—and farm spending that’s higher than anywhere else on 


earth! 


It’s all yours for a milline rate of only $1.58. 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
ABC CIRCULATION Sept. 30, 1950: 


Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER ann [RIBUNE 


Gardner Cowles, President 


Advertising Age, December 18, 1959 
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REASONS WHY—The Council on Candy of the National Confectioners’ Assn. 

quotes eight reasons why the Quartermaster Corps includes candy in “virtually all” 

rations, in this spread in the Dec. 30. issue of the Journal of the American Medical 
Association. 


S. 1. Newhouse Buys ‘Portland Oregonian’ 
from Pittock, Scott Heirs for $5,000,000 


PORTLAND, ORE., Dec. 13—One of 
the largest newspaper sales in 
years was consummated last week- 
end by the purchase of 100-year- 
old Portland Oregonian by Pub- 
lisher Samuel I. Newhouse for a 
sum in excess of $5,000,000 cash. 

The Oregonian reached its cen- 
tennial Dec. 4, when it published a 
special 120-page edition. 

Under terms of the sale, effective 
immediately, Mr. Newhouse ac- 
quires the newspaper, its equip- 
ment and good will. Not included 
in the sale are the paper’s radio 
station, KGW (NBC affiliate), and 
the company’s plant, which was 
sold to Connecticut Mutual Life 
Insurance Co. for $3,500,000 in 
1948. The Oregonian has a 27-year 
lease on the building. 

According to an announcement 
made Sunday by Mr. Newhouse 
and Ernest B. MacNaughton, pres- 
ident of Oregonian Publishing Co., 
the paper was sold because “the 
present owners of the Oregonian 
{heirs of Henry L. Pittock, the 
paper’s founder, and Harvey W. 
Scott] found that the deaths of 
various members of the family 
groups tended to develop a pat- 
tern of ownership consisting of 
widely scattered holdings.” 


a Mr. MacNaughton will remain 
with the paper as consultant, and 
M. J. Frey will continue as gen- 
eral manager. There will be no 


immediate changes in the paper’s 
policies or top staff positions. 

Purchase of the Oregonian by 
Mr. Newhouse marks his first 
acquisition of a paper west of 
Harrisburg, Pa. His other newspa- 
per holdings include the Newark 
Star Ledger; Daily Press and Star 
Journal, Long Island, N. Y.; Tele- 
graph and Patriot News, Harris- 
burg, Pa.; Herald-Journal and 
Post-Standard, Syracuse, N. Y., 
and the Advance, Staten Island. 
He also has an interest in the Jer- 
sey Journal, Jersey City, N. J. 

Negotiations for the purchase, 
handled by Vincent J. Manno and 
Smith Davis, newspaper brokers, 
which were begun last spring, 
didn’t materialize until October, 
when the paper’s president was in 
Washington. It was at that time 
that Mr. Newhouse was revealed 
to Mr. MacNaughton as the pro- 
spective buyer. 


a The final decision was reached 
last Sunday afternoon at a board 
of directors’ meeting. When an- 
nouncement of the sale was made, 
Mr. MacNaughton revealed that 
there had been others interested 
in buying the Oregonian. 

“The owners spent several 
months carefully screening and 
questioning prospects to make sure 
that the new publisher shared ob- 
jectives and editorial viewpoints 


similar to theirs,” he said. 
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Scason’s 


Greetings 


from PONTIAC Engraving & Electrotype Co. 
812 W. Van Buren Street - Chicago 7, Illinois 


58 YEARS OF DEPENDABLE QUALITY AND SERVICE é 
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A New Merchandise Mart 
for Wholesale Food Buyers 


e i ...@ New Audience 
for Advertisers! 


The FOOD BUYER is the only publica- 
tion in the food field that offers this 
Guarantee: 


*The FOOD BUYER guarantees that you will re- 


ceive more inquiries and better results than from any other | 
publication in the wholesale food field. If your advertisement does not accomplish 


this, we will refund the full cost of the space. Offer applies only to full page advertisements. 


If you have something to sell to the purchasing executives who buy for America’s 150,000,000 
food consumers, The FOOD BUYER will give you the kind of impact that results in sales. 


Write, wire or phone for space reservations in the important forthcoming issue of The FOOD BUYER. 


MES ca ah eee eaenees $250.00 
ADVERTISING 5 ne 150.00 12-Time Rate: Less 10% 
RATES QUARTER PAGE............ 95.00  6-Time Rate: Less 5% 

B. & W. EIGHTH PAGE.............. 65.00 


The FOOD BUYER — 367-373 West Broadway — New York 13, N. Y.— WOrth 4-7430 
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Editor of ITU’s Colorado Springs Paper 
Resigns, Charging Censorship of Stories 


CoLorapo Sprincs, Dec. 12—Jo- 
seph Givando, editor, and five 
editorial workers on the Colorado 
Springs Free Press have resigned, 
following Mr. Givando’s charges 
that the newspaper’s owner, the 
International Typographical Union, 
insists on censorship of legitimate 


[IDEA-OLOGY | 


Advertising = an instantaneous ap- 


ie ae. “ea 


. Jn, 64 E. Jackson, Chicage 


news. 

The ITU established the Free 
Press in 1947 following a strike by 
the union’s local against the Colo- 
rado Springs Gazette Telegraph. 
Mr. Givando, editor since 1948, 
said he had been instructed to sub- 
mit controversial stories to the 
city’s chamber of commerce and 
the mayor for approval, and that 
attempts had been made to sup- 
press stories he printed about 
water and housing shortages in 
Colorado Springs. A boycott by 
advertisers was threatened, he said. 

Allan Dorsey, general manager 
of the newspaper, has announced 
that Carroll C. Gewing will be 


temporary editor and that there 
will be “no bias and no suppression 
in news carried by the Free Press.” 
An ITU officer in Indianapolis 
said Mr. Givando was told only 
to print all the news on a straight, 
fair basis. 


Machlett Names Lane A. M. 

Robert F. Lane, formerly with 
S. C. Swanson Inc., New York, 
has been named advertising mana- 
ger of Machlett Laboratories Inc., 
Springdale, Conn., manufacturer 
of electronic tubes. 


Appoints Allyn Beardsell 

Allyn C. Beardsell, staff con- 
sultant with Centainer Laborato- 
ries Inc., has been appointed by 
Distribution Age, New York, as its 
consultant on packing and pack- 
aging. 


TV Allocation Case 
Nears Windup with 
Basic Issues Solved 


WASHINGTON, Dec, 14—The Fed- 
eral Communications Commission 
announced today that the ponder- 
ous TV allocation hearings, which 
have kept station construction fro- 
zen for more than two years, are 
heading into their final phase. 

While the conclusion of the hear- 
ings is still several months away, 
FCC reported that testimony on 
the general issues involved in 
the expansion of the nation’s 
TV system is now virtually 
complete, leaving only the hear- 
ing on_ specific channel  al- 
locations to individual cities. With 


surprising hatful of 


facts: 


The Media Scoreboard at right 
should open your eyes to the 


advantages you get with Spot 
Movie Commercials: And here 
are a few more interesting 


There are 14,750 theatres available, large and 
small, in almost all markets on a completely 
selective theatre-by-theatre basis. They give 
you a total possible audience of 40,000,000! 


Every theatre selected screens your film at every 
full performance during every week for which 
Spot Movie films are scheduled. Local dealer 


CLEVELAND: 526 SUPERIOR N. E. 


signatures provided if desired. 


Consider using Spot Movie Commercials. We will 
prepare theatre coverage plans for you or your 
agency without cost or obligation. Write, wire, or 
phone our nearest office for complete information. 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. SAN FRANCISCO: 821 MARKET ST. 


Advertising Age, December 18, 1959 


the adoption of an allocation plan, 
FCC would be in a position to re. 
sume the processing of over 309 
applications. 


s In a formal notice, FCC said it 
is examining the testimony it has 
received on such topics as the use 
of ultra high frequency channels, 
stratovision, etc. 

In the near future, definite pro. 
posals on these issues will be 
adopted. Shortly thereafter, a date 
will be fixed for the opening of 
the final hearing on the assign- 
ment of channels. 

In the event FCC decides to open 
the ultra high frequency channels 
to television, enough additional] 
channels would be assigned to as- 
sure “nationwide competitive serv- 
ice.” 

When this service will be avail- 
able is, of course, increasingly un- 
certain in view of increasing mili- 
tary needs for critical materials, 
During World War II, all station 
construction was halted at the re- 
quest of the War Production 
Board. 


P&G, Hunt Foods 
Fill NBC-TV Time 


on Kate Smith Hour 


New York, Dec. 15—National 
Broadcasting Co., which this week 
put the “Sold Out” sign on the full 
hour daily Kate Smith telecast, 
will collect from $6,500,000 to $7,- 
000,000 annually in billings on the 
programs. 

Procter & Gamble (Dancer-Fitz- 
gerald-Sample) and Hunt Foods 
(Young & Rubicam) each have 
bought 15-minute segments across 
the board. P&G will carry the first 
quarter-hour and Hunt Foods the 
last, effective Jan. 1. 

They join Miss Smith’s original 
sponsors: American Home Prod- 
ucts Corp. (W. Earl Bothwell 
Inc.); Minute Maid Corp. (Ted 
Bates Inc.); and Durkee Famous 
Foods (Meldrum & Fewsmith). 
Each carries 15 minutes weekly. 


a Completing the lineup as of Jan. 
1: Corn Products Refining Co. 
(C. L. Miller Co.); Simmons Co. 
(Young & Rubicam); Andrew Jer- 
gens Co. (Robert W. Orr & Associ- 
ates) ; Chesebrough Mfg. Co. (Cay- 
ton Inc.); and Hazel. Bishop Inc. 
(Raymond Spector Co.). 

Other new business at NBC-TV: 
Kellogg Co. will sponsor a show 
with Victor Borge Saturdays at 
7 p.m., EST, starting Feb. 3. Ken- 
yon & Eckhardt is the agency. 

Brown Shoe Co., which now 
carries “Smilin’ Ed McConnell” on 
alternate Saturdays from 5:30 to 
6 p.m., EST, will buy the time 
weekly, filling the alternate week 
with “Say It with Acting,” starting 
Jan. 6. Leo Burnett Co. is the agen- 
cy. 


‘Lincoln Papers Plan Merger 

Publishers of the Journal, morn- 
ing and evening daily, and Star, 
evening daily, Lincoln, Neb., have 
announced a proposed plan where- 
by one evening paper would re 
place the two. The two papers 
now combine on Sundays as the 
Journal-Star. A stockholder meet- 
ing has been called for Dec. 20 to 
act on the proposal. 
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~ PAINSTAKING CRAFTSMANSHIP 
, FIDELITY. OF REPRODUCTION - 4d 
PERSONALIZED SERVICE 


'679 N. WELLS ST., CHICAGO 10, ILL. 


WHitehall 4-3450-1-2 


i -:- . : . i —— ; . ns E(t Ae 
: ’ ee 
it ee ee ee Le 
en 
Vas 
. ae 
oe 
7 i Sod erent bam Ge eres. i ek i ee LY SEN 
; ; nie pea acs Satis, REP fae Re Sig pe 2 tach nhl oe em I 
wheels nee te adhe ca a GUAL 
: 5 ny ‘ of | ae 
— F D Mee by me | | 
“as : d ‘3 : ad : se 
- pe | Vros 
i” 3 = ’ ae 
‘8, ” - Pe - on 
P ‘ oa NF a ~ Se Aras ‘ ee: apenas “ ‘“QUATE 
; (aie Se - 7B acaiscs avail- | ‘Eivery theatre selected screemS.| chang | 
rae Erie =" TI i ee Dsheatres ava film: at every full perform- te 
Scand Ak “ 7" Media Sgapebor d at right | nC ea Lost | your n eek for which titude | 
Be oo sap oo should open’ yd “eyes to the sur- | 0a seed UTiNE, Crore echeduled. | that Be | 
a : ising hatfyy gacvan Ca ae = nrovide 
ah the past | Pe with SE petoyie Commer- |: aa a MEDIA SCORen,,.. mu Seemed | 
a \ by a| get. Phage few mor’ ~ LT EBO. eee ' 
aie A Jongress -cials. A x } ~~ : TAGES ee ee ee ee Roi ik pune ee 
Be Ss ay phe . Pha - a Dae ‘ aed ee 3 oF sats Gee at | 
itt -_ “ aims 0 cue Oh Migs | 
bid Q Motion ee: Oe, le is | 
oh etait pitts aya haa ee Cees: ere a baa teed ; ae bean oP : 
a o Demonstration en “pi alfa “ey i oid : ey a es x oy gee i ne ‘| Gren Bt eare kee a 
ae : ie ee, i Se ee Oe Re a Me ee am 
aia a Ae PRE Co | 
a Audience Selection p’ N*'Shborhoog, toe 1 |. dk ee ee | 
| Average Cosy p YS ing Pp ep ee eee 
To Cost Per gery / 9 Power i Saar o . a ae freee 
re ; Tat at ihe Reader oe ie... ee - yo , aes a oe ied fe i. he ea | 
Sey a Cee Ce Re ame 2) ec ahs as Oe ope fe So) Sea eer ere 
a | te is ew ie ied eee ag Be 
fee ete Geena” Gaunt. eeiiy aE ag fe 
a jena i : abil, ae a 
See sy Ae atin! 
ae 
aie 
| 
mare : KK 
ey 
i: 5 ew Ae o 
. \ Eh 3 ee 
Kes ee at 1 
= eo. 
ee: .s oo. Pi 
: ee. eee 
es ’ 
: ee 


Most advertisers, distributors, and agency people will 
agree that an understanding of the Boston Market is far 
from easy. While so much of the market information that 
is published about this area uses the county as a basis about 
a market where the word county has little meaning, it is 


little wonder that space buyers are often confused. 


To help those who find understanding this market 
difficult, The Boston Globe offers the advertiser a continu- 
ing market service which will serve to make your task of 


effectively selling the Boston Market far easier. 


The Boston Globe makes available to the advertiser 


in the Boston Market the following helpful information: 


Are You 


Confused 


about the 
BOSTON MARKET 


1. An up-to-date base map showing the A.B.C. City and 
Retail Trading Zones which clearly defines the scope of this 
market. 


2 @ A map showing population and distribution which will 


show you where your customers live. 


« * A map showing retail shopping centers, classified as to 
size. Here is information that for the first time will show you 


where your customers buy. 
A. A map correlating population and retail shopping centers. 


a. A master set of 418 individual shopping center maps, 
drawn to scale, with every retail outlet shown and corporate name 


given, is available at our offices. 


6. Current information on population, housing, retail and 
wholesale trade, etc. is prepared for your use. 

So that you may have an even more complete and compre- 
hensive understanding of the Boston Market and so that we may 
assist in solving your particular market problem, our Research 
Department is at all times available for consultation. 


The Boston Globe 


MORNING 


Cresmer & Woodward, Inc., New York, San Francisco, Los Angeles 


EVENING 


SUNDAY 


Osborn, Scolaro, Meeker & Scott, Chicago, Detroit 
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Two Agencies Form 
Marks-Whitehill 


New York, Dec. 12—Two agen- 
cies, Marks Associates and Robert 
Whitehill Inc., have merged to 
form Marks-Whitehill Inc., lo- 
cated at 37 W. 57th St. 

Robert Weisberg, who was pres- 
ident of Robert Whitehill Inc. and 
before that vice-president and art 
director of Leland K. Howe As- 


When you Remember 
need WM. F. RUPERT 
Cc il f NATIONAL 
RECENT BIRTH Lists EXCLUSIVELY 
BIRTH for over 55 years 
90 Fifth Ave., New York 11 
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sociates, is president of the new 
company. Lawrence B. Marks, for- 
mer president of Marks Associates 
and before that advertising mana- 
ger of National Sure-Fit Products 
Co., has been elected chairman of 
the board. 

All accounts and personnel of 
both agencies have been trans- 
ferred to the new agency, which 
expects to do $250,000 in billings 
by the end of its fiscal year, June, 
1951. 


‘Courant’ Increases Rates 


The Hartford Courant, morning 
daily, has increased local adver- 
tising rates 2¢ a line daily and 3¢ 
a line Sundays. National rates will 
be increased the same amount 
daily and Sundays, effective Feb. 1. 
Former rates were 17¢ daily and 
24¢ Sundays. 


Direct Mail Volume Up 


According to figures released by 
the Direct Mail Advertising Assn., 
New York, dollar volume of direct 
mail advertising used by American 
business set a new high for the 
year during October with a record 
total of $80,223,785. This represents 
an increase of 9% over September 
and 1%% over March, the previous 
high month. Dollar volume for the 
first 10 months of 1950 was $726,- 
357,050, according to the report. 


Wallace Names Banks A. M. 


R. Wallace & Sons Mfg. Co., 
Wallingford, Conn., silversmith, 
has named John F. Banks, who has 
served the company in various 
capacities for the past 15 years, as 
advertising manager. Mr. Banks 
fills a position vacated by the 
death of Leon A. MacKown last 
June. 


Advertising Age, December 18, 1956 


Real Life Testimonials Featured in 1951 
Council Campaign for U.S. Savings Bonds 


(Picture on Page 39) 

Cuicaco, Dec. 15—A hard-sell- 
ing testimonial advertising cam- 
paign for U. S. Savings Bonds un- 
der Advertising Council sponsor- 
ship will break in the January is- 
sues of national magazines, with 
space donated by the magazine 
publishers of America. 

Some 950 publications are ex- 
pected to carry the campaign, 
which was produced by Foote, 
Cone & Belding, volunteer agency 
on the project for the Advertising 
Council. 

“The 1951 advertising has been 
designed to meet the Treasury’s 
requirement for an_ especially 


“They spend the most 


He 


where the most 1s spent” 


“Why, there's nobody here!” 


cluding travel. They go to the best places in 
the best style . . . which explains why THE NEW 
YORKER carries more over-all travel, hotel, and 
resort advertising than any other magazine. 


They spend the most where the most is spent. 


They are perfect prospects for all luxuries, in- 


Copyright 1950, 
The New Yorker Magazine, Inc. 


82% of THE NEW YorRKER’s circulation is concentrated in the 41 city-trading areas 
where most of the retail dollars are spent. Top stores in those rich areas have 


proved (by checking charge accounts) that NEw yorKER subscribers are top spenders. 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 


NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 


strong selling program to keep 
bond purchases high this year, the 
first year of Defense Bond maturi- 
ty,” Fairfax M. Cone, FC&B board 
chairman, explained. 

“The files of the Treasury sup- 
plied us with exactly the material 
we needed to do this job—dramat- 
ic, moving true stories of everyday 
people doing big and real things 
through their bond savings.” 


@ Since all of the testimonial ma- 
terial comes from people who be- 
gan buying bonds during the war, 
the ads blend patriotism with self- 
interest with headlines such as 
“The bonds we bought for our 
country’s defense are helping our 
boy become a doctor,” and “The 
bonds we bought for our coun- 
try’s defense helped build a home 
for us.” 

Behind the copy approach is the 
belief that bonds and the subject 
of thrift are interesting in them- 
selves and that bonds can and 
should be sold like any other con- 
sumer product. 

FC&B is adapting the magazine 
testimonial approach to newspa- 
per ads, beginning in February, 
and will produce a series avail- 
able to newspapers for every week 
next year. 

In addition to the magazine and 
newspaper advertising being pre- 
pared by FC&B, savings bond pro- 
motion through other media is be- 
ing handled by the following 
Council volunteer agencies: Camp- 
bell-Ewald Co.; G. M. Basford Co.; 
Dancer-Fitzgerald-Sample; Albert 
Frank-Guenther Law; Schwimmer 
& Scott; Schwab & Beatty; and J. 
Walter Thompson Co. T. H. Young, 


director of advertising, U. S. Rub- ; 


ber Co., is volunteer coordinator 
of the campaign. 


GM Promotes Klingler, 
Lenz, Skinner and Wolfram 


Harry J. Klingler, vice-president 
of General Motors Corp., Detroit, 
and general manager of the Ponti- 
ac Motor division, has been ap- 
pointed a director, a member of 
the operations policy committee 
and group executive in charge of 
the passenger car and truck divi- 
sions. Arnold Lenz, executive as- 
sistant to Mr. Klingler, has been 
named to succeed Mr. Klingler as 
general manager of Pontiac. 

Sherrod E. Skinner, vice-presi- 
dent of General Motors and gen- 
eral manager of the Oldsmobile 
division, has been made group ex- 
ecutive in charge of GM’s accesso- 
ries divisions, succeeding F. L. 
Burke, who has been granted a 
leave of absence. Jack F. Wolfram, 
chief engineer of Oldsmobile, has 
been named to succeed Mr. Skin- 
ner as general manager of Olds- 
mobile. All appointments become 
effective the end of the year. 


Lang Joins Guenther, Brown; 
Agency Gets 2 Accounts 

W. Wilson Lang, formerly with 
WLW-T, Cincinnati, has joined 
Guenther, Brown & Berne Inc. 
Cincinnati, as production director 
of the agency’s radio and television 
programs. 


The agency has been named to | 


handle the accounts of B. David 
Co., Cincinnati jewelry manufac- 
turer, and Lether-Sox Mfg. Co. 


Offers Type Data Sheets 
Monsen-Chicago Inc., 22 E. Illi- 
nois St., Chicago, typographer, is 
offering a series of data sheets 
for use by typographers, printers, 
artists and others in the graphic 
arts field. The sheets, to be mailed 
one each month, contain pertinent 
facts about one particular phase 
of selecting, buying and using type. 


SCREEN PROCESSED, 25 to 300... 


1411 WYANDOTTE: ST. KANSAS CITY, MO. 
“= 


Su 
det 
hor 
ap 
cig 
Ge 


or 


| ——_____ _ a 
— J ot 
4 | 50 
a an 
oe | pre 
" Wittren LQ wy pre 
: Reo j UA? 
: CRU xg NSC M4 MI) ie ae ' . sid 
i. im ; ‘S Re EAS EAS. a 
a Ne Ye Z _—_s SS Cal 
i ie } an 
= AW) | | wae Ax ri 
= 1447_|\_Hf M cal A [ 
| ta | i ‘ | \ | 
' \ | : 
_ Y Wf Y' — | — 
= _——————————_ 
' ee 
ee TLZa «POSTERS 
mer Lis TTEBOVERTISING CO. 
Mo ea : he as a ‘ - See ee ee EAM re ea . eer Ce pose nee : ae ae ae a ects ais - sai ca 


1950 Comparison of 14 Markets 


BRAND PREFERENCE 
PRODUCT USE 
BUYING HABITS 
OWNERSHIP 


Consumer Analysis surveys of The Milwaukee 
Journal type were conducted by newspapers in 
50 cities comparing 14 markets across the nation 
in 1950. All again used identical questions 

and methods to obtain comparable 

data on buying habits, brand 

preference and product usage in 131 


product classifications. 


This information is now conveniently 
available in a single 120-page digest, with 
side-by-side tabulations for the 14 

markets, showing comparative brand position 
and product use in each market 


at a glance. 


Subjects covered include grocery products, soaps and 
detergents, drugs, toiletries, foundation garments, 

home ownership, home heating, home painting, 
appliances, television receiving sets, alcoholic beverages, 
cigars, cigarettes, gasoline, oil, tires and anti-freeze. 

Get your copy from The Milwaukee Journal 


or one of the co-operating newspapers listed here. NEWSPAPERS CO-OPERATING IN STANDARDIZED 
CONSUMER ANALYSIS SURVEYS 

Omaha World-Herald, Indianapolis Star, St. Paul Dispatch- 
Pioneer Press, Columbus Dispatch, Fresno Bee, Modesto Bee, 
Sacramento Bee, San Jose Mercury Herald-News, Illinois Daily 
Newspaper Markets, Inc., Seattle Times, Birmingham News Post- 
Herald, Salt Lake City Deseret News, Spokesman-Review-Spo- 
kane Chronicle, The Milwaukee Journal. 


The Milwaukee Journal 


National Representatives—O’Mara & Ormsbee, Inc. 


New York Chicago Detroit Los Angeles San Francisco 


, the j 
turi. 
oard 
sup- é 
erial 
mat. 
yday 
Lings ‘ 
ma- 7 oe 
. be- . 
war, 
self- 
1 as 
our : 
our = 
‘The 
oun= i: ae & Se ng 
ome SSA Ne? Pee ee ee 
dject mc Dee toe ee, ue : ore - : 
iem- i ae : Z r 
i rag ae: er ah <f ‘ ? ps meee Hoel Nees 3 Ce, aan Se eh eee 
and ce eo eee ae SS a ey tN A ERE Cre ee RS 
con- ee ee gag si eee <cecs «sai ah ene Wi 
. @egaiay ies: tale xh eM iat 1s At ee ia all, See ee Cone : 
i Ree ate On a ete cp : 
— ee as 
spa- FS Ae oe ae 
- PUES et ieee ie Oa ey Page Rue ine eas fn a 
a oe * Sn ame a il ai re 
ae eC peer Nie e ee ee oe i, Mean Run) ek a EMmEEnY Cree si Ba oi 
and as ae ‘ a 5 Spe Pe cee? i vie 
i ifn tis Xi paces ; ee ee ae ee ee ee i 
pre- er i eee ote i Mae Melee cick? | i ss aude a) Ppa See ee Wels 
ID ee gt Eig ee Teo %y ae ee aca ra eee) See em we : 
pro- ee er. ee. a , 
be- \ a gt e122 Pisce. sae a= TEST Ree aa eae age lee ae 9 oe ee aa =; ll eS 
ving en . : 
4 wat. : “te - 2” 4 
mp- TR po , ae | 
Oe Green . t Earn 
bert : ie Ae i e Stee & 
mer ] of iene igs! ee on ees oe aa a ‘ 
d J. et nes po en Pe aa vor ws ; 
ung, 7 k us tae Coe hethae n ae foe iam ee Fae zi 7 
4 coe ie Se ea ee fay kn ee a eae oa 
ee oe | <A | 
3 y i) a, ie e y ne tea Huse? : a i” cee Me er 
i Ae et ae UMER PREFEREN MO 
ee Sy oe ee " f net a. Rg 
ie eS ge eS tee ga ge ae ee Tor ie 1 eae a EES a h Hie “ 
dent - fn ee ae Ne Bre oe hy et ere meres a Cumann ace to, F 
roit I ENO a g 
nti- _ Os i ne i att Sse e met ubtegieao = ed 
er i ee Re Bagge ee 
Ot PF ee. SES Oe ae Se gas <6 eer ee See 5 find oe 
bo Z S oe oe cathe ene é % " at ne ees ee = ¥ Be ae ke ae Me rete 2 
ittee Be arts ee ro) fe eee ee ie J 
e of A Ses Pr ike ee le ee a ey <n ES Ree nae ae TERE ok 
as- . 
een FF ‘ 
r as _ Aaa 
_ oe i Be ge | 
ig a ‘ As a meen oee wane, “~ 
esi- gy 2 ee Ee 
sen- ea Pe rn ee ee ee ae < OE ee 
; A : ey se . si ae sh is a i amie ik 
bile ae é on Consumer P oh a sla 
ex- a Based a eine ae Re a ae = 
SSO- q oe ie SL PSR ck ety eon —— - 
7. 1 Beat : bathe 3 
da 4 Ce 
has { — : 
<in- A 
lds- 
ome ara 
i. eae 
. 
, ‘ 
vith 
ned 
nce., 
ctor 
sion > 
1 to 
ivid te 
fac- 
li- Woe 
, is ster 
pets 
ers, 
yhic a 
iled 
oa ee 
jase 
is Se 
lil 
10.0 é 
nS tee 
. XUN 
AO. 
a, sie 
. une 
: j ; sf ee agi 


ACB Tie-in Reports will keep you 
informed on dealer activity in any 
or all of the 1,393 shopping centers 
in which daily newspapers are pub- 
lished. When you examine an ACB 
Dealer Tie-in Report you can tell 
at a glance how your dealers are 
promoting your line in comparison 
to that of your competitive dealers. 
Your position in remote towns 
shows up clearly. 

ACB Newspaper Research Reports 
submit evidence on such points as 
. . . is your advertising too light 
for the job, or, unnecessarily heavy 
. . » are your dealers cooperating 
... “pricings” . . . and a multitude 
of other facts from which accurate 
deductions can be made. 


ACB SERVICE OFFI 


79 Madison Ave. * 

/} 538 S. Clark St. 
? 161 Jefferson Ave. ° 
16 First Street * Phone: Sutter 1-891 


Phone: Murray Hill 5-7302 * 
Phone: Wabash 2-6130 °* 
Phone: 37-0595 ° 


“, . « the home office sure had the ‘low-down’ on this dealer situation!” 


ACB Dealer Tie-in Reports enable 
the home office to direct a salesman 
to where he is most n dime 
sends the salesman into the dealer’s 
store with undisputable local facts 
pertaining to your They 
may be ord sectionally or na- 
tionwide—periodically or continu- 
ously. Catalog of services sent ex- 
ecutives on request. 


Send Today... 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which ACB will furnish to 
merchandisers. Gives 
details of cost, cov- 
erage, list of users, 
etc. 


CEs 

New York (16) 
Chicago (5) 
Memphis (3) 


1 © San Francisco (5) 


Spot Prices 
of Book Paper 
Up $10 a Ton 


(Continued from Page 1) 

emergency defense purposes. 

Supplies in the local market con- 
tinue tight. Jobbers, for the most 
part, however, are willing and able 
to take care of regular customers’ 
normal requirements. But special 
orders, and so-called “Johnny- 
come-latelies,” who want to get a 
little extra or build up inventories, 
are being disposed of without cere- 
mony. 


a In consequence, one or two pre- 
sumably new market operators are 
offering spot stock deliveries rang- 


ing from 10% to 25% above the 
quoted market in relatively small 
quantities. Small quantities in the 
regular market on book paper, 
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a 100% automo- 
tive manufacturing 
market? No, not by d 
any means! As of 
June 1950, 257,000 
NON-AUTOMO. 
TIVE factory work- 
ers were employed 
in the Detroit area. 
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DETROIT’S 


NON-AUTOMO. 
TIVE industries 
lead in the making 
of tools, dies, 
gauges, jigs, fix- 
tures—while its SF 
pharntaceutical, *S 
stove, furnace, ad- 
ding machine and 
electrical appliance 
plants are among 
the nation’s largest. 


DMB 


DETROIT’S 


DETROIT’S 


NON-AUTOMO. 
TIVE production 
also includes large 
brass rolling and 
copper mills, and 
holds high rank in 
the production of 
chemicals, paints, 
varnishes, iron and 
steel, tires, foundry 
and machine shop 
products. 


NON-AUTOMO. 
TIVE manufactur- 
ing activity is sub- 
stantially higher 
than the level of 
ALL manufactur- 
ing in such major 
centers as Cleve- 
land, Boston or St. 


Louis. 
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NON-AUTOMO. 
TIVE factories em- 
od more than 

alf again as many 
workers as the im- 
portant industrial 
areas of San Fran- 
cisco, Buffalo, Mil- 
waukee, Baltimore 
or Cincinnati. 


DETROIT’S 


257,000 NON.- 
AUTOMOTIVE 
workers earn ap- 
pecenmeeey one 
villion dollars in 
annual wages. Add 
to that the earn- 
; ings of the 375,000 
AUTOMOTIVE 
‘factory workers. 
and 497,000 {other 
workers and you 
see why Detroit is 
The No. 1 sales op. 
portunity of the 


nation! 
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453,684 


Detroit News 


largest weekday circulation 
ever reached by any Michigan newspaper 


Mepvels Soaps Besk- An is the leading business-getter in + 
ness —BIG business my the Detroit market. The News hy 
fr asresive ad RRL gives you the largest weekdey §— as 565,658 
et that did 3 bil. > circulation, and results proved by : <4 
lien Belines te. hee its overwhelming advertising nh largest Sunday circulation 
tail business i oe leadership—carrying nearly as oe , 
1949—and ice rsa. much linage as both other "58 ee ee 
MORE in 1950. Ham, _-—«Detroit papers combined. A 
x x3 ; ay A. B.C. Figures 
oe OS a for 6- months period 
igs nine ending March 31, 1950 
Sea ag 
) ‘ % Ky 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 


Eastern Advertising Offices: 110 E. 42nd St., New York 17 
under management of A.H. KUCH 


Western Offices: JOHN E, LUTZ CO., Tribune Tower, Chicago 


Se ee Ride 


Advertising Age, December 18, 1959 


60-lb., machine-coated, average 
about $16.90 to $17.19 per cwt, 
Delivered prices from mill on large 
lots are now being quoted at abou ! 
$250 to $260 a ton for offset, and 
about $190 to $210 a ton on ma- 
chine-coated book stock. 

The paper committee of the Na- 
tional Assn. of Magazine Publish- 
ers is studying the situation, and 
has a subcommittee set up to act 
in emergencies for members hay- 
ing difficulty in getting adequate 
supplies to meet normal needs, 
Arch Crawford, president of the 
association, told AA. 

The principal difficulty in the 
magazine field seems to be con- 
fined at present to lighter weight 
stocks. A few publishers are re- 
ported to be having difficulty get- 
ting sufficient tonnage in 35-lb, 
stock. 


s Some mills are reported to be 
cutting their deliveries 8% to 15% 
because of uncertainties on govern- 
ment contracts now pending. An 
increase in shipping penalties on 
paper in weights under 45-lb. is 
understood to have been imposed 
by some mills. The increase is 
about 1%, for a new penalty of 
3% effective on all shipments from 
date. 

The situation in newsprint, as 
reported a week ago (AA, Dec. 11) 
continues to indicate further price 
advances. An Associated Press re- 
port Dec. 12 from Vancouver, B. C., 
quotes D. N. Ambridge, president 
of Abitibi Power & Paper Co., To- 
ronto, as saying, “Today’s news- 
print price isn’t high enough to 
provide capital for new mills. In 
the interest of newspaper pub- 
lishers themselves, this price isn’t 
good. If it stays where it is there 
isn’t much chance of expansion.” 

Mr. Ambridge was in Vancouver 
at the time to wind up his com- 
pany’s recent $20,000,000 purchase 
of British Columbia Pulp & Paper 
Co. 


ws One qualified Canadian observ- 
er told AA that “you will definite- 
ly see newsprint at $125 a ton.” 

Operators no longer speak of 
“black market operations.” The 
phrase today is “premium” prices 
for newsprint, the last authorita- 
tive quotation on a shipment with- 
in the past ten days being $200 a 
ton. A shipment of pulp was re- 
ported this week at $300 a ton, 
and waste paper is selling at $200 
to $250 a ton. 

As a market operator expressed 
it, “Today’s market is a mad 
scramble. Money has lost its value 
and people are trying to cover their 
immediate requirements either be- 
fore inflation wipes them out or 
before controls are clamped down 
and hog-tie them.” 


Greuele Joins Holland 


Al Greuele, formerly art direc- 
tor and production manager of 
Dinerman & Co., Cincinnati agen- 
cy, has resigned to join Wm. F 
Holland Advertising Agency, Cin- 
cinnati. 


Crosley Promotes McCullough 


Crosley division of Avco Mfg. 
Corp., Cincinnati, has promoted 
Harry E. McCullough from assist- 
ant to the general sales manager 
to manager of radio and television 
sales. 


From newspapers and magazines 
published throughout the country. 
Write for booklet... 


PRESS CLIPPING BUREAU 
165 Church St., 14 York 7 
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- When Gentlemen Were Fire Hazards 


ton, The plastics industry has come a long way since the celluloid collar 
made its debut and gentlemen were fire hazards. From this humble oo —— 
'ssed beginning a mighty industry developed. in Business Week 1950 
Modern plastics and plastic products fall into many categories, but pnatenn Came, 
their the manufacturers have one basic formula in common .. . the use Colenese Comp. of Americe 
* be- of Business Week to sell their output. The reason is that Business DuPont de Nemours, E. I. & Co., Inc. 
Week reaches a highly concentrated audience of Management- Durez Plastics & Chemicals, Inc. 
Men... executives who make or influence buying decisions. General American Transportation Corporation 
Goodrich, B. F., Co. 
Koppers Co., Inc. 
Libby Owens Ford Glass Co., 
Plaskon Division 
Monsanto Chemical Co. 
Cin- Union Carbide & Carbon Corporation, 
Bakelite Division 
U. S. Rubber Co. 
Westinghouse Electric Corporation 


Year after year, Business Week carries more plastics advertising 
than any other general business or news magazine. Advertisers 
. of whose goods or services are sold to business and industry have 
gen- long known— 


* Source: Publishers’ Information Bureau Analysis 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


igh 

— 
ae YOU ADVERTISE IN BUSINESS WEEK WHEN 

r 

oun 
A McGRAW-HILL PUBLICATION 
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132 newsmen — 121 in the U. S. 
and abroad and 11 in the Motor 
City . . . by far the largest in the 
industry. That’s what it takes 


®to get the news while its news 


® to keep those Decision Men reach- 
ing for the industry’s No. 1 


Good News for 
Automotive News Advertisers 


publication week after week 
® to keep them renewing their sub- 

scriptions year after year (price: 

$8.00, with no premiums). 
Also — that’s what it takes to give 
THE MOST FOR THE MONEY to 


the automotive industry advertiser! 


Reserve Space Now! 


Automotive News Almanac for ‘51 


ISSUED APRIL 30, 1951 
FIRST FORMS CLOSE MARCH 15 


PENOBSCOT BUILDING 


State 2-6273 


Murray Hill 7-687! 


NEW YORK CHICAGO 
Edward Kruspak J. Goldstein 
SI E. 42nd St. 360 N. Michigan 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


DETROIT 26, MICHIGAN 


ADVERTISING OFFICES: 


DETROIT LOS ANGELES 
Dick Webber R. H. Deibler 
Penobscot Bidg. 2506 W. 8th St. 


WO. 3.0495 Dunkirk 3-0303 
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New Orleans Adman Describes Problems | 
in Attempting to Use Weekly Newspapers 


NEW ORLEANS, Dec. 12—If 
weekly newspaper publishers are 
interested in discovering why agen- 
cies and national advertisers pass 
up weekly papers, Robert Kottwitz 
Jr. of Robert Kottwitz Advertis- 
ing will be glad to give them at 
least one reason. 

Mr. Kottwitz, it appears, laid 
out an ad schedule for French 
Market coffee which included 126 
weeklies. But, he told AA, it was 
necessary to write to 31 of the 126 
papers to find out whether or not 
the ads had run. 

“In most of these instances,” he 
continued, “we have written sev- 
eral times and have not even re- 
ceived answers as to whether the 
ad had been carried. In the cases 
where the newspapers had adver- 
tising representatives, we haven’t 
fared much better.” 


w Typical of the letters which 
failed to pull even a post card 
from the weekly publishers is one 
to a small Georgia paper. Mr. 
Kottwitz wrote: 

“On Sept. 18 and Oct. 2 we wrote to 
you inquiring whether or not you pub- 
lished the 100-line French Market coffee 
ad on Aug. 30, sending copies of these 
letters to your representative, Inland 
Newspaper Representatives Inc. 

“On Oct. 30 we wrote to the Inland 
Newspaper Representatives, sending a 
copy to you, in an effort for them to 
exert their influence in advising us if 
this ad were carried. 

“However, to this date, Dec. 4, we have 
heard absolutely nothing as to whether 
this insertion was carried. If it was 
definitely omitted, would you publish it 
on Wednesday, Dec. 13, and send us tear 
sheet and invoice immediately upon 
publication.” 


Mr. Kottwitz referred to a re- 
cent story on the National Editor- 
ial Assn. convention in Chicago 
(AA, Nov. 13), in which weekly 
publishers discussed a _ possible 
$100,000 annual promotion pro- 
gram, and asked: “Why should the 
weekly newspapers want more ad- 
vertising when many of them don’t 
insert the ads for which they have 
orders?” 


CRITICIZES WEEKLY 
PAPERS ON PROCEDURE 

NEw York, Dec. 13—Criticizing 
the “epidemic of unannounced rate 
increases” by weekly newspapers, 
Charles Emde, vice-president and 
general manager of the American 


Press Assn., in the current issue | 


of The American Press says that 
rate hikes are causing “consider- 
able consternation in advertising 
agencies.” 

In one leading agency, Mr. Emde 
says, “where contracts were sent 
out to a lot of weeklies for 1951 
advertising, the media director 
showed me large stacks of accept- 
ances which had been returned 
with acceptance contingent on hik- 
ing rates. He said that approxi- 
mately one-third of the newspa- 
pers were asking for rate increases 
for 1951. 

“This media director was even 
more concerned over the manner 
in which the rate increases were 
announced than he was with the 
actual increases. Very few, he said, 
sent in new rate cards verifying 
the rate jumps. Only about 10% 
sent any explanation of the in- 
creases. In most cases they merely 
changed the rate on the acceptance 
slips, or asked for new contracts at 
their 1951 rate.” 


a “How do I know,” the media di- 
rector is quoted as asking, “wheth- 
er these rate increases are genuine 
or if some of the publishers are 
just trying to take advantage of 
my client, who is a regular adver- 
tiser in the weeklies?” 

“Because his suspicions have 
been aroused,” Mr. Emde says, 
“this media director does not in- 
tend to accept the rate changes 
without further proof from the 
newspaper, such as a_ printed 
notice or rate changes sent out to 
all advertisers or a new rate card. 
When he receives these he will 


then determine whether the rate 
is a fair one in view of the news- 
paper’s circulation and rating. 

“This man, who is a firm be- 
liever in weeklies,” Mr. Emde 
says, “pointed out that the coun- 
try newspapers are taking a chance 
of losing considerable advertising 
unless they become more business- 
like about rates. 


a “He said that in many cases, 
when a budget is set up, he can- 
not ask his client to increase the 
budget because of rate increases, 
The only other answer, if week- 
lies continue on the schedule, is 
to reduce the size of the ads or 
reduce the number of newspapers 
on the list. 

“Asked what procedure he would 
suggest when a publisher feels it 
is necessary to increase rates, the 
media man outlined these steps: | 

“1. Notify all publishers of rate 
directories at least 60 days in ad- 
vance of any new rate. 

“2. Notify your newspaper rep- 
resentative and give him an ex- 
planation of your reason for in- 
creasing rates. 

“3. Send new rate cards, or 
printed letters announcing rate 
changes to all advertising agencies 
with which you have done busi- 
ness. 


as “4. If sufficient notice has been 
given and you still receive con- 
tracts at the old rate, write a 
courteous letter and send another 
rate card to the agency sending 
you the contract. 

“5, Whenever possible, avoid 
changing rates during a calendar 
year and, when a rate change is 
contemplated for the following 
year, announce it as far ahead as 
possible. 

“The necessary high rates of 
weekly newspapers,” Mr. Emde 
concludes, “have long been one of 
the chief obstacles in selling week- 
ly space in competition with 
dailies. Where a rate hike is a 
necessity, I strongly urge that all 
publishers avoid causing ill will 
to the whole weekly field by han- 
dling the increase in a business- 
like, courteous way and by ex- 
plaining the need for the increase.” 


Universal-Rundle to GN&G; 
Plans Expanded Promotion 


Universal-Rundle Corp., bath- 
room fixture and kitchen equip- 
ment manufacturer, has appointed 
the Dayton office of Geyer, Newell 
& Ganger to handle its advertis- 
ing. Meek & Thomas, Youngstown, 
O., formerly had the account. 

The company plans to enlarge 
its 1951 national advertising pro- 
gram. Other than a complete trade 
publication and direct mail pro- 
motion, no specific plans have yet 
been announced. 


Newspaper Representatives 
Nominate Rohde, Others 


John E. Rohde, of Reynolds- 
Fitzgerald Inc., has been nom- 
inated for president of the Chicago 
chapter of the American Assn. of 
Newspaper Representatives. Others 
nominated include: M. C. Rogers, 
Kelly-Smith Co., vice-president; 
James S. McAnulty, Allen-Klapp 
Co., secretary and assistant treas- 
urer, and F. F. Parsons, Ward- 
Griffith Co., treasurer. Elections 
will be held Dec. 12 at the annual 
meeting. 


Weintraub Names Kelly 

N. Ray Kelly, who left NBC in 
May of this year to join William 
H. Weintraub & Co., New York, 
has been appointed business man- 
ager of the agency’s radio-TV de- 
partment. 


Appoints Edwin Seymour 

Edwin Seymour Inc., New York, 
international newspaper repre- 
sentative, has been named to han- 
dle U.S. advertising for Flecha, 
Managua, Nicaragua, morning 
newspaper. 
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Women’s Place in Advertising 


Within the past few weeks, there seems to have been a sudden up- 
surge of “woman consciousness” in the advertising business. A num- 
ber of speakers and commentators seem strangely impressed with the 
fact that there are women in the advertising business, that frequently 
they occupy responsible positions, and that in many instances they 
do a job as well as, or better than, most men, or even any men. 

None of these things surprise us. We have known for many years 
that there are women in important positions in the advertising world, 
and have assumed it to be true, and stated the proposition on several 
occasions, that advertising is one of the vocations in which women 
seem to be accepted on equal terms with men. 

While individual situations can give the lie to any generalization, 
it has always seemed to us that the advertising, publishing, broad- 
casting and related business has been notably free from any artificial 
barrier to the rise of women. 

When ADVERTISING AGE was started, almost 21 years ago, one of 
its features was a column headed, “Women in Advertising.”. We 
dropped the column some 15 years ago, for the very important reason 
that we believed then that women in advertising were neither such 
a rarity nor so infrequently permitted to develop important business 
stature that they should be treated any differently than men in ad- 
vertising. 

We still feel the same way. We are all for women in advertising. 
They have long been prominent in advertising, in publishing, in 
broadcasting, and in a host of intimately related activities. We don’t 
believe that they should now be given any “special recognition” as a 
sex to point out the progress they are making. Any such recognition 
seems to us a step backward for women in the business, rather than 
a step forward, since it again would tend to place them somehow 
apart from their male counterparts. 

If there are still some unreconstructed admen who feel that sex is 
a barrier to efficiency or advancement, we feel sorry for them, in 
the same way that we feel sorry for those who think race or religion 
has something to do with capability. We don’t see why we should en- 
courage anyone to think it unusual for a woman to be a successful 
advertising executive by making a point of giving special ballyhoo to 
the “exception.” 

For our part, we shall continue to report the news of advertising 
and of advertising personalities on the basis of interest and accom- 
plishment, without a special bow to either sex. That adds up to true 
equality—and we hope the women in advertising appreciate it. 


Good Reading for Agency Executives 


Lynn and Mary Ellis of the Ellis Plan Foundation, Westport, Conn., 
who have been working in the agency organizational field for many 
years, have written a book—“Why Too Many Agencies Die Young 
and Too Many Older Ones Lose Money”—which is as interesting and 
as fascinating as any we have seen recently. 

The book costs $6, and is available on a money-back offer from the 
Ellis Plan Foundation, Westport, Conn. It is being offered, however, 
only to agency principals, a restriction which we personally regret 
because we think a good many non-agency people might find it as 
fascinating to read as we did. 

The book, of course, deals with the business operation of an agency. 
But the Ellises always write personal stuff, rather than textbook 
material, and the personal reminiscences and examples quoted are 
extremely interesting, even if one isn’t at the moment directly con- 
cerned with how to save money. For the smaller agency head, par- 
ticularly, the book seems to provide a wealth of specific information 
and suggestions of real financial value. 
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—This Week Magazine 


“Be careful, ma’am. They also bite!’ 


What They're Saying 


That TV Manufacturers’ Ad 

I tried to get mad [about the TV 
manufacturers’ ad] for about a 
week, and suddenly began to 
snicker. The thing that everybody 
seems so upset about is scarcely a 
deviation from standard huckster- 
ing procedures decades old. A 
great portion of demand creation 
has always been founded on threat. 

But now it is well known that 
B. O., bad breath and tattle-tale 
gray are endemic in the world, and 
only special brands of soap, mouth 
wash and deodorants can save 
every man from ostracism. 

There is practically no commodi- 
ty I can think of that sometimes, 
somehow, fails to hint that your 
life is a shambles unless you wear 
a certain corset to fend off lordosis 
or serve delicious, pure morale- 
building old Very Ancient Antique 
Maiden Aunt, a blend of cane 
spirits and year-old-rye, every 
time the preacher calls. 

It may be noncricket for the 
makers of television sets to hand 
the kiddies another club to pound 
papa with, but it is hardly a world- 
shattering incident... 

Thus it is, was and will be, 
whether it involves a television set 
or an all-day sucker. The huck- 
sters know it, exploit it, and, some- 
how, I just can’t get too sore at 
it. What we call our high standard 
of living today was practically 
built on it. 


—Robert C, Ruark, in his syndicated 
newspaper column. 


Names for Businesses 

In selecting a name for a new 
business, a firm, or an institution, 
three “Cs” should be studiously 
avoided. They are cuteness, clever- 
ness and conscientiousness. A cute 
name, no matter how quaint or 
amusing, may not appeal to the 
public or lend itself to identifica- 
tion or promotion. A clever name, 
regardless of its adroitness or in- 
geniousness, may be clumsy in the 
marketplace. The worst fault to 
be avoided in selecting a name is 
to be conscientious as regards some 
person or sentiment. This results 
in a poor name if the name of the 
person, or geographical location, 


or ideology is unsuited to the basic 
requirement that a name be easily 
spelled, easily pronounced and eas- 
ily remembered because of its in- 
herent strength and distinctiveness. 
There are so many good, sound 
names, it seems a shame to see a 
poor one selected simply because 
the man with the say tries to be 
cute, clever or conscientious. 


—From “Caps and lower case,” edited 
by J. Richard Brown for Jaggars- 
Chiles-Stovall Inc., Dallas. 


The Rules of Grammar 

Contrary to popular belief, the 
rules of grammar do not determine 
how the language should be 
spoken and written. Grammar is a 
science, and it follows the general 
scientific method of reporting not 
what ought to be but what is, Ex- 
cept for differences of subject mat- 
ter, the rules of grammar are ex- 
actly like the laws of physics and 
chemistry: they are scientific gen- 
eralizations about the facts. In 
grammar, as in physics, these gen- 
eralizations must be verifiable. If 
the rule does not fit the facts or if 
it ceases to fit them, it must be 
revised or discarded. 


—From “Writing With a Purpose: A 
First Course in College Composition,” 
by James M. McCrimmon. Quoted in 
“Etc.: A Review of General Sem- 
antics,””’ autumn, 1950. 


Antihistamines and Colds 

Despite a burst of advertising 
pyrotechnics seldom seen in the 
field of medicine, the American 
medical profession is beginning to 
learn that the common cold can- 
not be liquidated by extravagant 
and irresponsible claims in behalf 
of antihistaminic drugs.The facts 
of the matter are that no substance 
or combination of substances cur- 
rently available can be relied on 
to prevent or cure the common 
cold. Controlled studies of products 
now on the market reveal that the 
sensational advertising claims are 
not justified by valid evidence... 

The notion that allergy is main- 
ly responsible for the common 
cold has never been substantiated 
by reliable investigators. . . 


—Noah D. Fabricant, M. D., in the 
October, 1950, issue of American 
Journal of Medical Sciences. 


Advertising Age, December 18, 1959 


Rough Proofs | 


“The way to sell toothpaste,” re. 
marks the American Magazine, “is 
to sell everyone in the family.” 

If you want to express your in- 
dividuality, you’ll have to buy a 
tooth brush. 


e 

The Supreme Court thinks pat- 
ents should be issued not for gad- 
gets, but for products that “push 
back the frontiers of chemistry, 
physics and the like.” 

Something on the order of an 
atomic bomb or a kissproof lip- 
stick, say? 

- 

Collins, Miller & Hutchings, who 
ran Jim Mangan’s famous “Write 
a letter” as an ad a few years ago, 
doubt the advisability of repeating 
it. They think first-class mail now 
isn’t getting even second-class 
service. 

* 

“D-Con rat poison sells like hot 
cakes,” the headline says. 

The product seems to be im- 
mensely popular with everybody, 
including the rats. 

© 

Makers of rat poisons and other 
pest exterminators never seem to 
worry over the possibility that 
the success of their efforts may 
ultimately destroy their markets. 

* 

An agricultural advertising 
agency is looking for a copy 
writer who is an ex-farmer and 
has scooped grain, shocked fodder 
and forked manure. 

Would it be okay if he had just 
worked at Gimbel’s? 

«6 

Now that Flair has decided to 
call it a day, those New Yorker 
cartoonists are going to have to 
start looking around for an equally 
interesting and prolific subject. 

* 

In spite of materials shortages, 
the automobile industry is talking 
about another big production year 
in 1951, so hopes for alleviation of 
traffic problems will continue to 
be dashed. 

+ 

Cities all over this fair land are 
building bigger and broader high- 
ways at a feverish rate. Like the 
squirrel in the cage, they have to 
run fast just to stay where they 
are. 

e . 

FM broadcasters are beginning 
to believe that President Truman is 
one of their fans, as his letters 
tend to reveal that he is very 
Frequently Mad. 

Campbell-Ewald has won new}, 
friends and admirers at this holi- 
day season by devoting an ad to 
the always interesting and popular 
subject of song, story and adver- 
tising, Love. 

. 


Rudy Vallee has been named 
vice-president in charge of the 
Hollywood office of Robert J. En- 
ders Advertising, specializing in 
television, and one of the easiest 
packages he has to sell should be 
Rudy Vallee. 

* 

Some space buyers aren’t satis- 
fied to have the editor create read- 
er traffic, they want the publisher 
to prove he’s the traffic cop wh? 
directs it to their ads. 

Copy CUB. 
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Thousands of the people who 
live here in Montgomery 
County work and shop in 
Philadelphia. Yet statistics 
say this is not Philadelphia! 


— BUT right here on 
the south side of the 
street is Philadelphia! 


Watch carefully when you sell America’s 3rd Market. 


Entirely different in market patterns. Cities and Suburbs 


overlap! The Inquirer covers both! 


This picture proves what The 
Inquirer’s been saying all along. 
Official city lines are meaningless 
in America’s Third Market. 


Philadelphia Inquirer circulation 
reaches out beyond the “city”... 
out into the growing, prospering 
suburbs and surrounding towns: 
the vital half of the FOUR BILLION 
DOLLAR Philadelphia market. 


1950 Census figures prove The 
Inquirer’s long-held contention. 


Half the people—half the sales—in 
Philadelphia are outside the city 
area. Today it’s 53% of the entire 
market population. And growing! 
Up 22.7% as compared with the 
city’s 6.5% increase in the last 
decade. 


Schedule The Inquirer. Cut through 
the maze of complicated statistics. 
Get full coverage in important sub- 
urban areas—plus—intense cover- 
age within city limits. 


The Philadelphia Anguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ® 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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This is 
the Account Executive who 
strengthened his hold on the Agency’s 
best account. He introduced his 
client to the 1,000,000* MEN who 
read and own The Elks Magazine. 


*June 30, 1950 ABC statement — 
976,299 circulation —a 26,299 
bonus over guaranteed 950,000 
on which current rates are based. 
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YOu’LL SELL IT... 
1F YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


$75,000 Campaign 
Planned by Group 
for Atlantic City 


ATLANTIC Crry, Dec. 12—A spe- 
cial advertising campaign which is 
expected to cost up to $75,000, to 
attract visitors here during the 
winter months, will be launched 
Jan. 2 by the newly formed Atlan- 
tic City Promotional Committee. 

The intensified advertising cam- 
paign will be in addition to sums 
spent by the individual hotels 
themselves in regular promotion. 

The 1l-week campaign will be 
concentrated in January, tapering 
off in February and early March. 
The money will be invested large- 
ly in daily newspapers. A few 
magazines will carry ads, and if 
funds permit television and radio 
will also be used. 


s Purpose of the campaign is to 
reach the more than 20,000,000 
people residing in the area be- 
tween New York City and Wash- 
ington. The resort seeks to attract 
people who would normally take 
a distant vacation trip during the 
winter but who, because of the 
tense international situation, must 
now remain close to their business 
activities. 

Adrian W. Phillips, vice-presi- 
dent of the Atlantic City Hotel 
Assn., has been retained by the 
committee as advertising counsel- 
or. The account will be handled 
by Dorland Advertising Agency, of 
Atlantic City. 


Gets ‘Record’ Account 

Inland Newspaper Representa- 
tives Inc. has been appointed to 
handle general advertising for the 
Record, Statesville, N. C. 
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Chicago 13, [Minors 


GRACELAND 2-1000 


One of the many details 


avoid careless mistakes. 


used to produce 


Manz QUALITY PRINTING is the efficient 


method of inspection that is used to help 


ei It could be that a very important pros- 


. pect for you might receive the only badly 


printed piece of your entire run. This might 


a would be costly to you. 


Try Manz QUALITY 


turn him against the proposition and that 


PRINTING—from 


the idea to the finished product—for Manz 


‘ have been leaders in the Graphic Arts field 


since 1866. 
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Gelling Perscnal . 


Scott W. Donaldson, v.p. of the Tele King Corp., received the 
Exceptional Service Award Medal, highest civilian decoration of 
the Air Force, from Air Force Secretary Thomas J. Finletter recent- 
ly. He already has the Legion of Merit and Special Commendation 
ribbons for his work as special assistant in charge of command in- 
stallations and real estate, worldwide... Another TV man honored 
is Commander Mortimer W. Loewi, director of the-DuMont Net- 
work, who has been-named chairman of the national television com- 
mittee for Brotherhood Week. This is the first time a TV com- 
mittee has been organized for the national observance. .. 

Donald B. Smith, ad manager, sales promotion manager and pub- 
lic relations director of Lewyt Corp., added a Mrs. to his list of af- 
filiations Dec. 1, when he married Ann Edison, who’s with American 
Broadcasting Co... 

Bob Fender, sales manager of WKRC-FM, Cincinnati, is bearing 
up under his new title, Grandpa. A son was born on Nov. 25 
to Bob’s daughter, Mrs. Donald Lee Miller... What he describes as 
a “thrilling experience for a 158 average bowler” (but must have 
been a heartbreaking one, too) happened to Dick Drake, ad manager 
of Felt & Tarrant Mfg. Co., Chicago, a bowler in a suburban High- 
land Park league. After 11 straight strikes he faltered on the final 
ball, leaving three pins standing for a score of 297... 


ROCHESTER SPEAKER—W. B. Potter (left), advertising director of Eastman Kodak 

Co., introduced the speaker, Fairfax M. Cone, Foote, Cone & Belding chairman, 

at a meeting of the Rochester Industrial Advertisers. A. William Taff (right), as- 

sistant advertising manager of General Railway Signal Co. and president of RIA, 
presided. 


The board of Pocket Books Inc., New York, has elected two new 
directors: Freeman Lewis, executive v. p., and James M. Jacobson, 
v. p. in charge of sales... Robert H. Hancock, head of Robert Han- 
cock & Associates, is chairman of a new standing committee of the 
Portland, Ore., Chamber of Commerce, purpose of which is to orig- 
inate and execute a program of national publicity for Portland. 
Serving with him are John Hanselman of Richard G. Montgomery & 
Associates; Wayne Leland, House & Leland; Jack Matlack, ex-pres- 
ident of the Oregon Adclub; George McMurphey, head of his own 
ad agency; James Mount, president of the Oregon Press Club; Ver- 
nor M. Schenck II, Joseph R. Gerber Co.; Jack Sugg, Mac Wilkins, 
Cole & Weber; and Roy Vernstrom, ad director of Portland Gas & 
Coke Co... 

The Detroit Sales Executives Club presented a newly established 
award—a distinguished service citation—to Walter C. Ayers, ex- 
ecutive v. p. of Brooke, Smith, French & Dorrance, on Nov.-20. The 
presentation, made by a former club president, Fred A. Kaiser, v. p. 
of Detroit-Michigan Stove Co., was in token of “a magnificent job 
on behalf of selling,” and recognition of Mr. Ayers as “one of the 
most vital reasons for the club’s rapid and steady growth.”’.. 

The Baltimore Adclub’s civic award committee has picked 
Joseph Katz, head of the agency bearing his name, as Man of the 
Year for 1950—marking the first time in 20 years the award has 
gone to an advertising man. The choice was based on his long and 
distinguished advertising career, but also considered was his un- * 
selfish record in helping good causes—civic, philanthropic and 
patriotic. .. 

Friends of Jos. W. Hicks, Chicago public relations personality, 
joined him at a cocktail party Dec. 15 to help him celebrate 25 years 
of PR... The highest award of the Advertising Club of New York— 
the bronze plaque of achievement—was given to Thomas J. Watson, 
chairman of International Business Machines Corp., Dec. 6. Mr. 
Watson, the club pointed out, has combined a successful business 
career with “active promotion of world peace, education, art and 
better human relations.”. . 

David Scott, production manager of Hoefer, Dieterich & Brown, 
San Francisco, has exchanged his business costume for an Army 
captain’s uniform. He is succeeded at the agency by Lawrence Dun- 
ham... Howard N. Kay, son of Benn Kay, ad manager of the 
Milwaukee Sentinel, has been assigned to duty as public relations 
officer of the amphibious training command at Little Creek, Va... 

William T. Woodward, general sales manager of Jos. Schlitz 
Brewing Co. for the past 17 years, has retired. With memberships 
in the Milwaukee unit of the Izaak Walton League, Daniel Boone 
Hunters League and Milwaukee Gun Club, it’s casy to see how he’s 
going to spend at least part of his leisure... 

Craig Lawrence, executive v.p. of Cowles Broadcasting Corp. 
and general manager of WCOP, who handled radio’s part of the 
Boston March of Dimes campaign last year, has been reappointed 
radio director for the ’51 drive... Philco’s president, William Bal- 
derston, is chairman of the business and industry committee for the 
same cause in Philadelphia. .. 

“Building Up Your Congregation,’ which applies tested business 
methods to church programs, was named the book choice of the 
week in a recent issue of Quick. It’s the work of Willard A. Pleuth- 
ner, v. p. of Batten, Barton, Durstine & Osborn, New York... 
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LOS ANGELES DEPARTMENT STORES PLACE 
MORE ADVERTISING IN THE TIMES THAN 


to step up sales in 
America’s 3"¢ market 


For the first ten months of 1950, the Los Angeles Times 
published 8,108,653 lines of department store 
advertising. This is 41.9% of the field and, by far, 
exceeds the department store linage of the next two 
Los Angeles newspapers combined. Additionally, The 
Times has overwhelming leadership in Total 
Advertising, Total Retail, Total General, 


and Classified advertising. 


(Source: Media Records.) 


LOS ANGELES 


REPRESENTED BY CRESMER AND WOODWARD, 
NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 


IN ANY OTHER TWO LOS ANGELES NEWSPAPERS 


a 


Latest national figures from 


Media Records (first nine months 


of 1950) show the Los Angeles Times 


as the leading morning daily news- 


paper in the United States in depart- 


ment store advertising. The significance 


of this dominance lies in the fact that 


department stores traditionally place their 


“ow ads in the newspaper that moves most 


merchandise quickly and profitably. 
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Mister PLUS, in your hands, can put a stamp of approval for your brand on 


millions of minds in hundreds of markets— minds and markets which are largely 


inaccessible to any other advertising medium. 


He alone is there... because there is Home Town America, 11,000,000 families 


strong, a thriving fourth of the whole U.S. which lives and listens within 


close reach of a Mutual ‘solo’ station. 


To serve these markets—from within— Mutual provides 325 stations, each one 


speaking in the neighborly tones of the only network voice in town. 


And this voice gets heard—longer and oftener than all out-of-town voices combined.* 


Coupled with bigger-city coverage by Mister PLUS, this Home Town domination 


can make a profit-difference in your sales efforts for °51. 


Mutual Broadcasting System 


+58% of all Home Town tune-in is to MBS by day; 
53% by night—and TV tune-in is less than ¥2 of 1%! 
Source: Half a million interviews by Crossley. 
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sonnel. 


circulation. 


STAR-NEWS 


* Merchandising spirit of the Pasadena Star-News. 
* Builder of Enthusiasm among Retail Store per- 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 


LEMMIE DUITT has a “Tailor Made Plan” that will 
sell your product in Pasadena and the 
rich San Gabriel Valley. 


PASADENA 


THE NEWSPAPER OF THE SAN GABRIEL VAL\EY 


Represented nationally by CRESMER & WOODWARD, INC. 


Advertising Age, December 18, 1950 


$5,200 a Year Is Average Earnings of 
Wholesale Drug Salesmen, Study Shows 


NEw YorK, Dec. 12—“The aver- 
age wholesale drug salesman earns 
$5,200 a year, although 8% of the 
companies studied had staffs aver- 
aging $7,000.” 

This is one of the highlights of 
an unpretentious, fact-packed 
study turned out by National 
Wholesale Druggists Assn., called 
“Salesmen’s Compensation in the 
Drug Trade.” Written by two 
members of the Harvard Gradu- 
ate School of Business Administra- 
tion’s faculty, Harry R. Tosdal 
and Waller Carson Jr., it is a terse 
and readable summary of how 
drug salesmen (wholesale and 
manufacturers’ alike) are paid. 

The authors found that almost 
every type of compensation plan is 
in force in the drug field, but that 
60% of the wholesale companies 
use commission plans, while man- 
ufacturers lean toward salary and 
incentive plans. 


A newly developed planning tool which is proving of competitive 
value to subscriber clients is the J. Walter Thompson Consumer 
Purchase Panel. \n exploring today’s unsettled, shifting markets 
it furnishes prompt and clear-cut answers to... 


Questions that need asking 
... AGAIN AND AGAIN 


Who are your customers? 
(Confidential reports of the J. Walter 


What share of the market does each 


brand hold? _ 


Thompson Consumer Purchase Panel to one 
client showed the buying of its product 
was shifting heavily from teen-agers to 
housewives: new copy and media strategy 
resulted in substantial sales increases.) 


Who are your potential customers? 


(Panel findings revealed one manufac- 
turer was underestimating demand for a 
certain product in his line... potential 
customers were buying much more expen- 
sive brands. Copy emphasis was switched 
... Sales went up.) 


How many new customers are you 


adding? 


(From the Panel, a manufacturer deter- 
mined the exact current share of the market 
being sold by each brand—used these find- 
ings in his sales and production quotas. 
Result: the trade adequately supplied with 
his product, without overstocking, few 
returns, increased trade good will.) 


Who gets the customers you lose? 


(After the introduction of a new form of 
its product, a Panel user appeared to be 
losing heavily to its nearest competitor. 
Actually, as the Panel revealed, many cus- 
tomers of the old product had simply 
stopped buying. Solution: the product is 
now offered in both the “old” and the 
“new” forms.) 


(Brand “‘A” was adding 10% more new cus- 
tomers than Brand “B”’. But ““B’”’ made no 
hasty changes, because the Panel showed 
“B” was attracting the heavy users.) 


How many customers do you keep? 


(Brand “*X” keeps more customers and 
attracts more new users than Brand “‘Y”, 
but loses more of its heavy buyers to other 
brands. With this information, ‘““Y” con- 
centrates primarily on brand-building, letting 
“xX” educate new buyers to the useful- 
ness of the product.) 


Getting the answers once is not enough—particularly today. 
Buying habits are upset by the jumble of events . . . by the 
rush of new ideas, new products, new living standards. 


Any single market study too soon becomes a look back. 


Unlike the single survey, the J. Walter Thompson Con- 
sumer Purchase Panel is continuous. With it you can watch 
trends. It reveals problems and opportunities as they occur. 
This unique market study has been compared to a motion 


picture of product and consumer. 


Its findings are based on daily purchase records of fami- 
lies which are representative of every age and income 


group across the country. 


How valuable these findings are proving you 
can judge from some of the actual sales prob- 
lems they have solved and new sales opportu- 
nities they have suggested. Interested execu- 
tives are invited to write for copies of this 
recent 12-page booklet. J. Walter Thompson 
Company, 420 Lexington Avenue, New York 
17, New York. Twenty-two other offices in 


strategic cities around the world. 


Earnings for wholesale sales- 
men are generally higher than 
those of manufacturers’ salesmen, 
and the turnover on wholesale 
staffs is considerably less. Whole- 
sale salesmen’s income ranges 
from $1,000 to $18,000, with a 
$5,200 average. Drug _ salesmen 
earn more than the average of 
other salesmen selling consumer 
products. The major share of 
wholesale drug salesmen’s earn- 
ings came from commissions, 
rather than fixed income, salaries 
or drawing accounts. 


s Trainees in wholesale companies 
earned an average of $2,709 and 
income ranged from $1,700 to $4,- 
600. 

Turnover corresponded to in- 
come; wholesa'e firms had less 
turnover than manufacturers (7% 
vs. 12%), and two-thirds of the 
sales forces studied were included 
in pension plans. 

“Skill and care in solving the de- 
tailed and frequent operating 
problems concerning salesmen’s 
compensation were found to be as 
important as the nature of the 
plan itself,” the authors conclude, 
and they point out that one of 
five sales managers in the drug 
companies studied is actively dis- 
satisfied with his company’s com- 
pensation plan and is trying to 
improve it. 


NBC Signs Norge, Brown 
Shoe for TV Programs. 

Norge division of Borg-Warner 
Corp., Detroit, has signed as the 
third sponsor of NBC’s “Four Star 
Revue,” TV comedy program. 
Norge will sponsor every third 
program in the series, starting 
Wednesday night, Dec. 27, through 
July 11, for a total of 11 pro- 
grams, on the full NBC net. J. 
Walter Thompson Co. is the agen- 


cy. 

Other sponsors of the hour-long 
show are Pet Milk Sales Corp. 
and Motorola Inc. 

Brown Shoe Co., St. Louis, for 
its Naturalizer division, has signed 
a new TV program, “Say It with 
Acting,” on alternate Saturdays, 
5:30-6 p.m., to be carried on 18 
interconnected and three non-in- 
terconnected NBC stations, start- 
ing Jan. 6. Leo Burnett Co., Chi- 
cago, handles the Brown Shoe 
account. 


Plans ‘Red Cross Magazine’ 

A new American Red Cross 
magazine, designed by Lester Beall 
of New York, will be launched in 
Washington early in January. The 
publication, to be known as “The 
Red Cross Magazine,” will be 
aimed at the general public in this 
country and overseas. There will 
be 11 issues a year, with July and 
August combined. No advertising 
will be carried. Initial distribu- 
tion will be 100,000. William Mas- 
see, formerly associate editor of 
Esquire and article editor of Ar- 
gosy, is editor. Louis Mangum is 
circulation manager. 


Pangborn to Join WOAI 

Arden X. Pangborn, business 
manager of the Portland Oregonian 
since 1946 and manager of the pa- 
per’s radio stations, KGW and 
KEX, has resigned, effective Jan. 
1. On Jan. 15 he will take over 
the management of WOAI and 
WOAI-TV, San Antonio. 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market In Massachusetts 
Covered By The 


QUINCY PATRIOT-LEDGER 

$109,695,000 Effective buying 
income 

$85,616,000 Retail Sales 
uality of market index 104 
dvertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIBUTION SURVEY 

Nationally Represented by 


WARD-GRIFFITH CO. 


THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 
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1950 


ICES 


Big Chicago Salesman... 


There’s an up and coming young salesman on the Chicago 
map. It’s The Chicago Sun-Times, the only paper in the city 
that’s grown proportionately with the growing population 
of this rich market. The facts: in the last ten years 272,000 
new family dwelling units have been established in the 
Chicago metropolitan area. Since 1940 The Sun-Times has 
gained 193,000 metropolitan area circulation. Meanwhile, 
the Herald-American had a lesser gain of 88,000, the Chi- 
cago Daily News a gain of only 46,000, while the Tribune 
had a loss of 113,000 metropolitan area circulation. 


The point: put your advertising in the only paper that has 
kept pace with the growth of Chicago— The Sun-Times. 
Average net paid daily circulation in excess of 600,000. 


Cc H a So 


SUN ® TIMES 


PICTURE NEWSPAPER 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6 « ANdover 3-4800 New York 17 + PLaza 3-1103 
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LMbagrephy by STECHER - TRAUNG 


Step up the selling power of your advertising material and 
sales literature by using the dynamic influence of FULL COLOR! 
“Lithography by Stecher - Traung” is the unique all - in - one service that 
provides proven economy, unexcelled craftsmanship, and perfect 
quality control — from start to finish! The message you now 
read is a Stecher - Traung example. In our own plant we coated the paper, 
ground the inks, set the type on film, made the full - color 
engravings and press plates, and lithographed hundreds of thousands of 
copies, all colors at one time! This same service, complete 
or in part, is yours — at a saving! Write, phone or 
wire today for further details! 


SPECIALISTS IN FULL COLOR—Consumer Folders * Booklets * Catalogs * Circulars * Broadsides 
Labels * Box Wraps * Streamers * Displays * Posters * Folding Boxes * Merchandise Cards 
Seed Packets * Specialty Envelopes * Full Color Letterheads * Greeting Cards 


STECHER-7TRAUNG 


Send for our new book 


‘How To Save Money On 

ong thd LITHOGRAPH CORPORATION 
ih p2 ecssa econ Rochester 7, New York e¢ San Francisco 11, California 
paring sales and adver- 

tising material. Write on 

company letterhead for Offices: Baltimore * Boston + Chicago * Columbus ¢ Harlingen 
your free copy. Los Angeles * Macon * New York + Oakland « Philadelphia + Portland 


Rochester * Sacramento « San Francisco « St. Louis + Seattle 


Special New York Sales Associates —- Rode & Brand 


BASSET HO 
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Lithograph Corporation. 


Reproduced by Stecher-Traung 
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DISTRIBUTION’S A PLEASURE HERE 


It’s easy to get distribution in the South Bend market. For 
example: in the food field, five wholesalers cover the entire 
market. In the drug field, one wholesaler and five chains 
afford complete distribution. You can check test results 
here quickly, easily, accurately. What’s more, “Test Town, 
U.S. A.” is covered to saturation by one newspaper — and 
only one. Get the full story on this great test market. Write 
for free market data book entitled “Test Town, U.S. A.” 


South @end 
— § Cribune | 


STORY, BROOKS & FINLEY, INC. 


* NATIONAL REPRESENTATIVES 


Advertising Age, December 18, 1950 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 
, See Pox 


WASHINGTON, Dec. 11—Retail 
Sales in the Cleveland Federal Re- 
serve district were off 35% during 
the week ended Dec. 2—largely 
because of the Nov. 25 storm. 

Metropolitan Cleveland depart- 
ment stores reported a 37% de- 
cline, Columbus was off 31%, Ak- 
ron was down 27% as compared 
with the same week last year and 
Cincinnati reported a 12% decline. 

Despite the fact that nine of the 
12 Federal Reserve districts re- 
ported modest gains in retail sales, 
the 35% drop in the Cleveland dis- 
trict brought the national average 
down to 1% below last year’s level. 

The Boston and Richmond dis- 
tricts—both off 1%—were the only 
other areas reporting losses during 
the week ended Dec. 2. 

Elsewhere in the nation, gains 
ranged from 2% to 7%. Largest 
district increases were the 7% 


rom 


” mie 


Simply remove protective cov- 
ering and press display in 
* until pur- 


N lace. ‘‘Stoys put,’ 
poset removed. 


WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Exclusive with KLEEN-STIK 


KLEEN-STIK 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


Wakes Every Place an Advertising Space! 


Send for ideas and FREE samples today! 


BREAD 


I Fill out and mail this coupon 
| for interesting portfolio of 
Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. samples and ideas. 
A small Kieen-Stik spot in each corner or a thin strip down each : 
side is all you need for perfect adhesion. Kleen-Stik'd pieces COMPANY 
can be used on practically every surface— WINDOWS * WALLS H 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * ADDRESS_ 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS i 
CITY. ZONE STATE. 
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KLEEN-STIK Not a glue, paste or cement, but 


@ patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


225 N. MICHIGAN AVE. 


KLEEN-STIK PRODUCTS, inc. 


CHICAGO 1, ILLINOIS 


1935-39 EQUALS 100 


Week to Dec. 2, '5u* p444 
Week to Dec. 3, ’49*....449 
Week to Nov. 25, ’50*..319 
Week to Nov. 26, ’49*..330 
Month of Oct., ’50*....p309 
Month of Oct., ’49*......293 


*Not adjusted seasonally. 
pPreliminary. 


gains in the Chicago and Dallas 
areas. The Atlanta district was up 
6% and the Philadelphia and San 
Francisco areas recorded 5% in- 
creases. 

Largest gains among the cities 
reporting were those in Houston 
(up 21%), Birmingham (up 19%) 
and Wichita (up 16%). 


% Change from ’49 


Week Ended 

Federal Reserve Nov. Nov. Dee. 
District and City 18 25 2 
UNITED STATES ............ 8-3 —1 
Boston District ................ , i a | 
New Haven. ............0 7-17 —2 
Boston ............ 1 —6 -—3 
Springfield . ll —1 7 
Providence . 6 —2 2 
New York District 6 —12 2 
Newark ....... 9 r—15 4 
ET iietioaiiihidiseisebiantan 9 ro —5 
New York 4 r—15 3 
Rochester 14 6 1 
Syracuse ...... anne 12 rd 2 
Philadelphia District ...... 9 sr 5 
Philadelphia .................. 9 —10 2 
Cleveland District . ll r—22 —35 
Akron _ ......... 7 —25 —27 
Cincinnati 7 —4 —12 
Cleveland 12 —22 —37 
Columbus .... 3 —13 —31 
, eee 19 rl2 —2 
C—O 14—l4 —2 
Pittsburgh ........ 11 od ° 
Richmond Distri 1i— —! 
Washington ...... 3-3-4 
CO  _ ee -—1 —7 2 
Atlanta District .............. 4 5 6 
Birmingham 4 4 19 
9 18 bd 
Atlanta .......... 7 5 7 
New Orleans .. —l 7-3 
TIED stestiecsescossnsesecete 2 r—10 3 
Chicago District ............ 8 r4 7 
Chicago ......... 6 0 6 
Indianapolis 0 5 —2 
ee eee 15 8 10 
Milwaukee ..............00 5 7 ll 
St. Louis District ............ x rd 2 
Little Rock .. —1 12 —13 
Louisville . 9 —5 2 
St. Louis . 14-2 5 
Memphis . 5 2 —8 
Minneapolis District ...... 6 2 2 
Minneapolis .................. 9 5 4 
Sf eee o —4 —2 
Duluth-Superior ........ 8 8 12 
Kansas City District .... 7 6 4 
OS ee 16 11 6 
Wichita ......... 17 5 16 
Kansas City .... 5 2 3 
St. Joseph —15 1 ° 
Oklahoma City 7 5 0 

, 4 8 1 
Dallas District 9 ri 7 
eee 5 4 2 
Fort Worth 13 r3 6 
Houston ......... 20 22 21 
San Antonio .... 1 8 —3 
San Francisco Di - ll r8 5 
Los Angeles Area ......... 15 6 2 
[eee 2 6 8 
San Francisco . —8 6 ll 
Portland. ............ 9 1l 0 
Salt Lake City 17 17 4 
Seattle 15 14 8 


rRevised. 
*Data not available. 


160,180 TV Sets in Buffalo 


According to figures released by 
WBEN-TV, Buffalo, Niagara Mo- 
hawk Power Corp. reports 160,180 
television sets in the Buffalo area 
as of Dec. 1, up 10,849 since Nov. 1. 


Dorothy Aley Joins WIP 


Dorothy E. Aley, formerly with 
Universal Match Co., has joined 
the sales staff of Station WIP, 
Philadelphia. 
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118 EAST 40TH ST., EAST OF PARK AVE. 
Just two blocks from Grand Central Station 
Advertising Executives, Sales Mana- 

WB gers and Editors like The Bedford 
HE for its ¥ Excellent Luncheons and 
Dinners ¥ Ideal Facilities for Par- 

ties and Meetings ¥ Attractively 

furnished one and two room suites, transient 
and monthly or yearly basis ¥ Quiet atmos 
phere, courteous service and friendly hospitality. 
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What makes a newspaper great? 


“Thats right, sonny 
... youre talking to 
Santa in person!" 


It started strictly as a rib. This kid 
calls Mary Harrington at our news- 
room switchboard on the afternoon 
before Christmas and calmly an- 
nounces he wants to talk to Santa 
Claus in person. No substitutes, see? 


Mary stalled him on the line while 
she looked us over for a likely victim. 
The choice was a pip... Frank Mur- 
ray, a Star reporter who has no chil- 
dren and looks about as much like St. 
Nick as Jimmy Durante does. 

Frank had misgivings, but he played 
up nobly. He got the juicy voice down 
pat, and the old ho-ho-ha-ha routine 
. .. all helped considerably by a hand- 


kerchief held over his mouth to simu- 
late a long-distance North Pole effect. 


The kid had misgivings, too, at 
first. He made things hot for Frank 
with shrewd queries about reindeer, 
gnomes, elves and weather conditions 
at the Pole before he finally got con- 
vinced and gave Frank his Christmas 
order. 


Stranger things happen on news- 
papers every day, so we promptly 
forgot about Frank and the kid until 
a week or so later, when we found this 
note in our Minneapolis Star Letters 
to the Editor column: 


Dear Sir: 

My son Denny, 5% , was in bed with 
the flu the entire week. before Christmas, 
so we couldn’t take him to find a Santa. 
Christmas eve he began to worry because 
he “‘hadn’t seen Santa’’ and told him 
what he wanted. At the last minute I 
decided to try to call Santa. On impulse 
I dialed Atlantic 3111 (the Minneap- 
olis Star and Tribune number). The 


switchboard operator was wonderful . . . 
and whoever answered the phone and 
talked to a little boy gave him a really 
exciting Christmas. This note is to 
thank him and to tell him how much 
nicer he made our Christmas. I’m sure 
Denny will never forget the phone call! 

Mrs. Roy L. Larson. 


Funny, isn’t it, how newspapers 
get accepted by their readers as coun- 
sellors and helpers and friends of the 
family in almost any situation you 
can think of. Good newspapers, that 
is...like the two best-liked, best- 
read, most-respected newspapers of 
the Upper Midwest. 


Minneapolis 
Star 2xd Tribune 


EVENING MORNING & SUNDAY 


610,000 SUNDAY - 480,000 DAILY 


JOHN COWLES, President 
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WSGN Appoints Greenberg 


Alfred N. Greenberg has been 
named director of sales promotion 
and research of WSGN, Birming- 
ham. For the past four years, Mr. 
Greenberg has been a member of 
the faculty of City College of New 
York. He also has been associated 
with WOV, New York. 


Thomas Nelson Names BBDO 


Thomas Nelson & Sons, New, 
York publisher, has named Batten, | 
Barton, Durstine & Osborn to pro- 
mote the “Revised Standard Ver- 
sion of the Holy Bible,” scheduled 
for publication in 1952. Wertheim 
Advertising Associates has the 
Nelson account. 


to sell 16,000 top Furniture and 
Department Stores, use... 


HOME  — 
! FURNISHINGS 


1170 BROADWAY, NEW YORK 1, N.Y. 


Advertising Age, December 18, 1959 


Crosley Div. Sales Doubled; Blees 
for ‘Tough and Hard’ Organization 


Los ANGELES, Dec. 12—Net sales 
of the Crosley division, Avco Mfg. 
Corp., for its 1950 fiscal year, 
which ended Nov. 30, were more 
than double the company’s sales 
for 1949, it was revealed here last 
week by W. A. Blees, Avco vice- 
president and Crosley general sales 
manager. 

Mr. Blees said that sales of| 
Crosley Shelvador refrigerators 
alone in 1950 surpassed total vol- 
ume for all products in 1949, which 
previously had been the best year 
in the 30-year history of the com- 
pany. Crosley manufactures house- 
hold refrigerators, home and farm 
freezers, electric ranges, electric 
water heaters, steel kitchen cabi- 
nets and sinks, and television and 
radio receivers. 

He was here for the 36th and 
final meeting of Crosley execu- 


tives with its dealers and dealer 


personne] in all major cities. In a 
press conference, Mr. Blees said 
the meetings had cost a total of 
$1,400,000, of which Crosley had 
paid $800,000, and its area dis- 
tributors $600,000. The dealer 
meetings started Sept. 5 in Detroit. 


ws Discussing Crosley advertising 
and promotion plans, Mr. Blees 
said a $2,000,000 giveaway; simi- 
lar to that of last year in which 
30,000 Crosley products were given 
in a contest, had been planned but 
dropped because of present condi- 
tions. He said that while there had 
been many critical of the promo- 
tion, he was content to let results 
speak for themselves. 

This is the type of advertising 
and promotion necessary to be ef- 
fective, he said. Advertising must 
be different than ever before. Dur- 
ing the past 20 years the American 


MERCHANDISING IMPACT 
built on the Facts from Forbes 


SING A SONG OF SALES! One of the 
world’s most familiar and best loved faces 
beams good naturedly from this full-color 
Chesterfield carton produced by Forbes. 
Bing sets the tune and you can bet he’ll be 
accompanied by the merry tinkle of cash 
registers. Cunningham & Walsh, Inc. is the 
advertising agency for Liggett & Myers 
Tobacco Co., makers of Chesterfields. 


SWEET AND SENTIMENTAL! Traditionally 
seasonal color schemes distinguish Lovell 
& Covel’s 30x42” Christmas display for 
their Candy Cupboard. Red, blue and green 
are used effectively, while the candy box 
and its contents appear invitingly in full 
colors. Lithographed in 8 colors by Forbes. 
Lovell & Covel’s advertising agency is 
C. J. LaRoche & Co., Inc. 


MERRY AND BRIGHT! No half-way meas- 
ures in this striking gift package, litho- 
graphed by Forbes for the American 
Tobacco Company’s Half and Half pipe 
mixture. Emphasis is on red and green, but 
no less than 6 colors are used to bring out 
all of Santa’s jovial charm — and sales 
appeal. The advertising agency is BBDO. 


FORBES FACTS can help you make the most 
of your Christmas and other holiday pro- 
motions by putting maximum seasonal ap- 
peal into your packaging and printed mer- 
chandising. Based on long experience, 
continuing studies and unique facilities in 
lithography, letterpress, web gravure and 
die stamping under one-roof management 
control, these facts are always readily avail- 
able to you. Ask the Man from Forbes. 


NEW YORK + CLE 


The old boy is right! Never was his cargo 
more attractively presented than in 

the gay holiday garb provided by Forbes. 
Your own product will gain powerful 
seasonal appeal, too —- when it’s 
impact-packed by the Facts from Forbes. 


FORBES LITHOGRAPH CO. \\ 


BOSTON © CHICAGO > ROCHESTER 


VELAND 


Letwers Merchandsing lpecr 


mind has become such it is subject 
only to shock. It is not easy to get 
attention; only shock will achieve 
it, he asserted. This “shock” condi- 
tioning, Mr. Blees said, began with 
the ’29 crash, was used by Roose- 
velt as a technique, has continued 
since World War II with the cold 
war and the present conflict. 


s In a competitive vein, Mr. Blees 
said that, contrary to others in the 
“white goods” industry, Crosley 
has not “milked business.” Com- 
petition has advertised but not 
promoted, he asserted. Crosley 
keeps hammering away to keep its 
organization tough and hard. Bar- 
ring actual all-out war—which 
changes the picture entirely—this 
is important because, he said, if we 
engage only in an armament pro- 
gram, approximately 70% of this 
country’s production will be avail- 
able for civilian consumption. 

Barring dislocations in the early 
stages of any armament program, 
this 70% may be hard to sell for 
several reasons, Mr. Blees pre- 
dicted. Those in the war will cease 
to be buyers. Those anticipating 
calls into service cease to be buy- 
ers. High taxes and higher prices 
will make it difficult for people 
to buy. 

Cited as examples were the au- 
tomobile and refrigerator indus- 
tries. Seventy per cent of present 
auto production is about 5,600,000 
cars, and of refrigerator produc- 
tion is 4,000,000 to 4,500,000 units. 


a Mr. Blees said the recent fall- 
off of business was due to a num- 
ber of factors converging about 
Nov. 1. Credit controls were en- 
acted with the express purpose of 
reducing purchases. Panic buying 
during the summer months took 
volume from usual winter sales. 
Prices are higher. 

On the subject of prices, he said 
we are now on an entirely new 
and permanent plateau. It will 
take the public three or four 
months to recognize this fact, he 
predicted. Nine million young men, 
many with families, don’t know 
where they stand, and hesitate to 
obligate themselves for even nor- 
mal purchases. The fear of taxes 
causes much hesitation. Despite 
this, business is off from recent 
months, not last year, he pointed 
out. 


Muzak’s Program Service 
Will Provide New Aids 


Maurice B. Mitchell, Muzak 
Corp. vice-president, and head of 
its transcription division, Asso- 
ciated Program Service, New 
York, has broadened his library 
service to include sales aids. He 
plans a monthly series of tran- 
scribed sales meetings not unlike 
the sessions he formerly conducted 
as head of the Broadcast Adver- 
tising Bureau. 

Projected for the future are re- 
gional business meetings with sta- 
tions subscribing to Muzak’s li- 
brary service. To assist in these 
station relations activities, William 
T. Stubblefield will join the com- 
pany Jan. 1. He formerly was with 
the transcription division of Capi- 
tol Records. 


Telechron Appoints Dunn 

M. J. Dunn, formerly sales pro- 
motion manager, has been ap- 
pointed field sales manager of the 
clock division of Telechron Inc., 
Ashland, Mass. 


Specialists on — 
SALES PORTFOLIOS 
7, 2 
SERVICE BINDERY CO. 


INC. 


2241 S. WABASH AVENUE && 
CHICAGO 16 
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You should know definitely that RIGHT 
messages to the petroleum industry. 


Numbers provide the first dimension in circulation, but nu 
are not enough. Although The Journal has almost 7,000 mgre paid cir- 
culation than any other oil paper (paid or free), still we are fot satisfied. 
Two further important points need to be established, (1gt) that these 
are the RIGHT READERS, and (2nd) that these right read@rs READ The 
Journal. When these points are established, then adverti 


of maximum return on their investment. 


Through The Journal’s Industry Census Bureau, detail 
gathered on a continuing basis which enables us to qualftatively separate 
oil men according to their relative importance in the 
ing pattern. The yardstick is placed on each readef according to his 
importance as a buyer of your equipment when th 
is added to circulation: The Journal's specially trai 
and maintains this information, for our circulation Guidance, by a con- 
tinuing program of personal calls in fields and plaftts. Only in this way 
can the “Next Dimension” be added to any pub§fsher’s circulation. 


The “Last Diménsion” in circulation is, of cours 
copy when it is delivered to the RIGHT PEOPLE. /Is it read? 
We are prepared fo show you unquestionabl 


readership we have among these right pe 
prospecis). If you-care to re-check these 
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to these foresighted advertisers 
and agencies who are represented 
in the first two issues of 


ADVERTISERS IN THE FIRST TWO ISSUES 


Fred W. Amend Co. 

(Chuckles) 

American Home Foods, Inc. 

(Clapp’s) 

(Duff's Mixes) 

(G. Washington Coffee) 
American Hosiery Mills 
Armour & Co. 

(Dash Dog Food) 

Atlantis Sales Corp. 

(French's Mustard) 
Beatrice Foods Co. 

(LaChoy) 

Beech-Nut Packing Co. 
The Best Foods, Inc. 
H. Boker & Co., Inc. 

(Gravymaster ) 

The Bon Ami Co. 
The Borden Co. 

(Cheese) 

Boyle-Midway, Inc. 

(Aerowax) 

Brandywine Mushroom Co. 
Calavo Growers of California 
California Packing Corp. 
California Prune & Apricot Growers’ Assn. 
Carnation Co. 

The Castolite Co. 

Cheerful Card Co. 

Chilton Greetings Co. 

Cling Peach Advisory Board 
Clorox Chemical Co. 

Coast Fishing Co. 

(Puss’N Boots) 

Craftsman Supply House 
Harry Doehla Co. 

Doyle Packing Co. 

The Drackett Co. 

(Charge) 

Elmira Greeting Card Co. 
French Sardine Co. 
(Star-Kist) 
Gerber Products Co. 
Green Giant Co. 
Grocery Store Products Co., Inc. 
Harford Frocks, Inc. 
Hawaiian Pineapple Co., Ltd. 
H. J. Heinz Co. 
Holsum Products Div. 
George A. Hormel & Co. : 
International Cellucotton Products Co. 
(Kleenex) 
Jel-Sert Co. 


S. C. Johnson & Son, Inc. 
Judson Dunlap Corp. 
Kellogg Co. 
Knox Gelatine Co., Inc. 
Kraft Foods Co. 
(Velveeta) 
Lane Bryant 
Lanzette Laboratories 
Lever Bros. Co. 
Libby, McNeill & Libby 
M & R Diatetic Laboratories, Inc. 
(Ten-B-Low) 
Manhattan Soap Co. 
(Sweetheart Soap) 
Marcal Paper Mills, Inc. 
The Melville Co. 
Merribee Art Embroidery Co. 
Miracloth Corporation 
National Biscuit Co. 
(Ritz Crackers) 
National Selected Products, Inc. 
The Nestle Co., Inc. 
New England Art Publishers 
Oakite Products, Inc. 
Olson 74° Co. 
Penick & Ford Ltd., Inc. 
(My-T-Fine) 
(Vermont Maid) 
Pillsbury Mills, Inc. 
The Quaker Oats Co. 
(Ken-L-Ration) 
Ramode Greetings 
Recipe Foods, Inc. 
Richmond-Chase Co. 
Scott Paper Co. 
Spratt’s Patent Ltd. 
Standard Brands, Inc. 
(Fleischmann’s) 
(Royal Gelatine) 
(Tenderleaf Tea) 
Stokely-Van Camp, Inc. 
(Van Camp’s Beans) 
(Stokely’s “Finest” Foods) 
Sutherland Paper Co. 
Swift & Co. 
Tuxedo Yarn Co. 
United Fruit Co. 
Westgate-Sun Harbor Co. 
(Breast-O-Chicken Tuna) 
Wilson & Co., Inc. 
J. A. Wright & Co., Inc. 
(Silver Cream) 
Wm. Wrigley Jr. Co. 


AGENCIES PLACING SPACE IN THE FIRST TWO ISSUES 


N. W. Ayer & Son, Inc. 

A. N. Baker Advertising Agency, Inc. 

Lynn Baker, Inc. 

Barnes Chase Co. 

Ted Bates & Co. 

Batten, Barton, Durstine & Osborn, Inc. 

Benton & Bowles, Inc. 

W. Earl Bothwell, Inc. 

Bresnick & Solomont 

Brisacher, Wheeler & Staff 

E. H. Brown Advertising Agency 

Leo Burnett Co., Inc. 

Calkins & Holden, Carlock, McClinton & 
Smith, Inc. 

Campbell Mithun, Inc. 

Canaday, Ewell & Thurber, Inc. 

Cecil & Presbrey, Inc. 

Compton Advertising, Inc. 

Samuel Croot Co., Inc. 

Erwin Wasey & Co., Ltd. 

Federal Advertising Agency, Inc. 

Foote, Cone & Belding 

Gardner Advertising Co. 

Geare-Marston, Inc. 

The Phil Gordon Agency, Inc. 

Gray & Rogers 

Henri, Hurst & McDonald, Inc. 

Hirsch & Rutledge, Inc. 


Ponie-Cosper Co. 4 
rances Hooper Advertising Agen 
Chas. W. Hoyt Co., Inc. aw 
Duane Jones Co., Inc. 
The Ralph H. Jones Co. 
George N. Kahn Co., Inc. 
2 & Eckhardt, Inc. 
Z . Ser & Assoc. 

au-Van Pietersom-Dunlap Assoc., Inc. 
Lambert & Feasley, Inc. 4 
The S. A. Levyne Co. 
on moe ay Service 

acLau, vertising Agen 
Martin Advertising pe ” 
J. M. Mathes, Inc. 
Maxon, Inc. 
McCann-Erickson, Inc. 

am, Louis & Brorby, Inc. 

Paris & Peart 
The Perrett Co. 
Rhoades & Davis 
John H. Riordan Co. 
Ruthrauff & Ryan, Inc. 
Schwab & Beatty, Inc. 
J. Walter Thompson Co. 
Mason Warner Company, Inc. 
Wyly & Fein . 
Young & Rubicam, Inc. 
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check these reasons why 


EVERYWOMANS 


has moved out so fast! 


check chains which disbhitule 5 
the 28 important Everywomans. 
Alexander’s Super Markets The Fisher Bros. Co. Loblaw Groceterias Co. Ltd. Can. Schaffer Stores Co., Inc. 

Benner Tea Co. Fitzsimmons Stores, Ltd. The Market Basket Thorofare Markets, Inc. 

Carty Brothers Food Fair, Inc. McAllister’s Farm Markets Tradewell Stores 

Checker Front Stores, Inc. Gristede Brothers Fred Meyer, Inc. Von’s Grocery Co. 

Childs Food Stores, Inc. Hagstrom Stores National Tea Co. The White Steres, Inc. 


Colonial Stores, Inc. Hyde & Vredenburg, Inc. Purity Stores Worth Food Markets 
Diamond Brothers Loblaw Groceterias, Inc. Save-Way Supermarkets, Inc. Wrigley’s Stores, Inc. 


check the market! 


vf 

vf 
© “""$1/500,000,000.... | 
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vf 
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The women who buy EVERYWOMAN’S are the million who You can’t get closer to point-of-sale. You can’t buy more efficient 
come back to shop the 2,438 stores where they bought last month’s advertising support! 
issue of the magazine. 


check the circulation! 


1,000,00 


check a copy yourself! 


Copies of the b-i-g January issue of EVERYWOMAN’S are now 

available. Scan through a copy yourself and be convinced that 

editorial-wise and advertising-wise EVERYWOMAN’s gives you everything 
you want in an important and effective advertising medium. 


GUARANTEED! 


31 West 47th Street 35 East Wacker Drive 
New York 19, N.Y. Chicago 1, Illinois 
Telephone JUdson 6-0310 Telephone Financial 6-1273 


West Coast Representative 


W. F. COLEMAN CO., INC. 


1 ER y \\ OMANS 1038 Henry Bldg. 300 Montgomery St. 530 West 6th Sf. 
’ Seattle, Wash. San Francisco, Cal. Los Angeles, Cal. 


MAGAZINE 
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Opens Free-lance Service 

Dave Fletcher has opened a free- 
lance art directing service at 353 
Kearny St., San Francisco. He for- 
merly was art director of Rhoades 
& Davis, San Francisco. 


Appoints James Hildreth 

James C. Hildreth, formerly with 
Safeway Stores Inc., has been ap- 
pointed sales manager of Pacific 
Brewing & Malting Co., San Fran- 
cisco, effective Jan. 1. 


Will Handle Nylon Dip 

Robert Smith Mfg. Co., Los An- 
geles, manufacturer of Nylon Dip, 
has appointed C. A. Gardiner Co., 
Los Angeles, as its foreign dis- 
tributor in the Pacific. 


Joins Rhoades & Davis 

Jean Wherland, formerly with 
Harrington-Richards, San Fran- 
cisco, has joined Rhoades & Davis, 
San Francisco, as radio and tele- 
vision time buyer. 


8x10 genvine glossy photos 


in quantities 


in 500 end 750 quvontities 
(1000 end over .06c) 


FOR ALL PURPOSES 


Shorp. clear, crisp’ Prompt Delivery’ 


©2028 0208202082829 


PHOTO: | 
MATIC CO. | 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 


Chicago 11, Illinois 


Controllers’ Group 
Suggests Standard 
Advertising Invoice 


Cuicaco, Dec. 11—The stand- 
ardization committee of the In- 
stitute of Newspaper Controllers 
& Finance Officers has prepared a 
simplified form for use by news- 


papers in invoicing advertising 
agencies. 
The committee, which was 


formed early this year, based its 
proposed standard invoice form 
on results of a survey of 25 rep- 
resentative advertising agencies 
and about 400 newspapers. About 
20 agencies and more than 200 
newspapers outlined their attitudes 
toward a revision of forms to con- 


form to a national standard. 

A full report by the committee, 
together with the invoice form 
Which it evolved, will be presented 
to the board of directors of the in- 
stitute by mail within the next 30 
days. The directors probably will 
take action on the proposals at 
their meeting in mid-February, 
although such action may come 
sooner. 


@ The proposed invoice form is 
84x11”, since most forms current- 
ly in use are this size. However, 
it may be shortened by papers 
which seldom use as many billing 
lines as those appearing on the 11” 
form, or reduced slightly to con- 
form to machines currently in use. 

In brief, the committee recom- 
mended the following: 
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Figures are figures, at the beach or in a market data book. The 
figures you don’t want to miss are those on North Dakota — where 


value of products consumed in farm households alone was more 
than 25 million dollars in 1949. And North Dakota, both in 1949 
and 1950, was first in the production of Spring Wheat. The 
NORTH DAKOTA DAILIES, reaching 90% of farm and city 
families, are the shortest route to this rich, responsive market. 
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THE NORTH DAKOTA DAILIES — 


BISMARCK TRIBUNE 
DEVILS LAKE JOURNAL 
FARGO FORUM 
GRAND FORKS HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEER 
MINOT DaiLy NEws 
VALLEY city TIMES. 


——:_ 


RECORD 


Advertising Age, December 18, 1950 


1. Statements or logotypes which 
indicate membership in the Audit 
Bureau of Circulations or other 
organizations be eliminated from 
the form or else placed at the 
bottom of the invoice. 

2. The top of the form should 
include lines containing the in- 
formation, “for advertising of,” 
the date, “invoice month of” and 
terms. The committee recommend- 
ed that these words not be printed, 
but that the information required 
be listed in the proper positions. 


a 3. The description column should 
be used to indicate the kind of 
space used; the number of inser- 
tions; adjustments and allowances; 
payments; special charges; balance 
forward and, where an agency han- 
dles more than one product, a 
listing of products. 

4, The committee did not make 
a recommendation that newspa- 
pers use gross billing figures—as 
preferred by agencies—but it did 
suggest that the figures used be 
clearly identified as net or gross. 

5. Use of the product name in 
invoices was recommended by the 
committee. 

6. Daily and Sunday billings may 
be listed separately or in the same 
column. If they are grouped in 
the same column, however, the 
committee recommended that fig- 
gures be identified as daily or Sun- 
day. 


m Most of the newspapers which 
replied to the committee’s ques- 
tionnaire expressed a willingness 
to cooperate in using a standard 
invoice form. 

The committee also said that 
while it does not expect newspa- 
pers to discard present supplies 
of forms or billing machines now 
in use, future orders should be 
placed with the recommendations 
in mind. 

The survey of agencies and 
newspapers was conducted by the 
accounting organization of Arthur 
Andersen & Co., Chicago. 

Committee members include 
Charles J. O’Mara Jr., chief ac- 
countant of the Chicago Sun- 
Times, chairman; William F. Can- 
field, secretary-treasurer and man- 
ager, Inland Daily Press Assn.; 
John T. Kolley of the Chicago 
Herald-American; and James J. 
Lynch of the Chicago Tribune. 


Signs ‘Information Please’ 


Packard-Bell Co., Los Angeles, 
radio and television manufacturer, 
is sponsoring “Information Please” 
over KFI, Los Angeles; KDYL, 
Salt Lake City; KOMO, Seattle; 
KTAR, Phoenix; KPRC, Houston. 
The series started the first week in 
December and marks the return 
of the radio show after an 18 
months’ absence. Elwood J. Robin- 
son & Co., Los Angeles, is the 
agency. 


Bolin Opens Own Agency 


Mike Bolin, formerly advertis- 
ing manager of W. R. Stephens 
Buick Co., Minneapolis and St. 
Paul, has opened his own agency, 
Mike Bolin Advertising, at 100 S. 
13th St., Minneapolis. 


Korn Appoints Babbitt 


Gil Babbitt, formerly with the 
American Red Cross and Station 
WPEN, has joined J. M. Korn & 
Co., Philadelphia, as radio and 
television director. 


WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 
Business Papers @ Farm Publications 
onsumer Magazines 
343 So.. Dearborn St., Chicage 4 
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SPOKANE AND THE INLAND EMPIRE have been tested and 
approved as being the perfect proving ground for testing adver- 
tising and sales campaigns. Often when fewer than half a dozen 
markets are chosen for a test the Spokane Market is on the list. 
Isolated, diversified and stable, the Spokane Market is covered 
thoroughly by just two Spokane daily newspapers. 


RANKS HIGH FOR TEST CAMPAIGNS 


One hundred and fifty leading advertising agency executives surveyed 
by Sales Management (November 10, 1950) ranked Spokane fourth 
as a test city among all cities in the 150,000 to 250,000 population 
group. Among all cities, the middle-size metropolitan urban market 
ranked first on the basis of size of population group to be tested. 


ISOLATED FROM OTHER MARKET AREAS 


The Spokane Market is a region unto itself. Giant mountain ranges 
bound it on all sides. Spokane is over 280 miles distant from any 
city of equal size. Tests may be made with the assurance that results 
will not be affected by sales efforts being made elsewhere. 


THE SPOKANE MARKET HAS— 


excellent transportation and dis- 
tribution facilities; and Spokane 
is an inventory control city. 
Checked results of test campaigns 
conducted in this typical market 
have led increasingly to the 
selection of the Spokane area 
for tests. What works well for 
others will work well for you. 


Spokane Baily Chronicle 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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COVERED BY JUST TWO DAILIES 


Spokane’s two great newspapers with a combined week-day circula- 
tion well over 160,000 provide outstanding coverage of Spokane and 
the Inland Empire. Sunday Spokesman-Review circulation is in excess 
of 130,000. Both newspapers cooperate closely with advertisers. 


DIVERSITY OF INDUSTRY AND AGRICULTURE 
Lumbering, Mining, Farming and Manufacturing provide diversity and 
stability. Spokane and Inland Empire market income is a stable year 
‘round wealth. This is not a one industry market. Residents live in 
communities of varied kinds and sizes from college towns to mining 
centers. 


TYPICAL POPULATION MAKE-UP 


The nearly a million residents of the Spokane Market constitute a 
diversified population group—rural non-farm, 32%; rural farm, 30%; . 
cities, 2,500 to 30,000, 22%; metropolitan (Spokane), 16%. 


Combined Daily 


CIRCULATION 
Now Over 


160,000 
81.84% UN-duplicated 
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Film on Advertising 
as Vocation Planned 
by Women’s Adclub 


Cuicaco, Dec. 13—The Women’s 
Advertising Club of Chicago plans 
to sponsor a sound, color slide- 
film on “Advertising as a Voca- 
tion” for showings in schools here 
next spring. Prints will be made 
available for use by adclubs in 
other cities. 

Top authorities in advertising 
and educational work have vol- 
unteered to serve as a committee 
of consultants in planning the 
film. Production of the vocational 
guidance film will be handled by 
Dallas Jones Productions, with 
completion of the project sched- 
uled by April, 1951. 

Among those serving as consult- 
ants are: 

Dr. Herold C. Hunt, general superin- 
tendent of the Chicago schools; Frederic 
R. Gamble, president, American Assn. 
of Advertising Agencies; Fairfax M. Cone, 
Foote, Cone & Belding, chairman of the 
Four A’s; Honore House, Cleveland agen- 
cy head; Elon Borton, president and gen- 
eral manager, Advertising Federation of 
America; Dr. Charles L, Allen, assistant 
dean of Northwestern University’s jour- 
nalism school; Walter Johnson, Society 
of Visual Education. 

Also: Dr. Arthur Rice, Nation's Schools; 
Earle Ludgin, Earle Ludgin & Co.; Clyde 
M. Joice, Goodkind, Joice & Morgan; 
Wesley I. Nunn, Standard Oil Co. of 
Indiana; Dent Hassinger, Bureau of Ad- 
vertising; Orie W. Wernecke, Holiday; 
Sidney R. Bernstein, Advertising Age; 
Mary Nolan, senior of Evanston Township 
High School, 1949 winner of the AFA’s 
national essay contest, who will rep- 
resent students. 


Grant Advertising Names 2 

Grant Advertising (of Canada) 
Ltd., Toronto, has named C. W. 
Scarlett, formerly with Russell T. 
Kelley Agency, Toronto, as senior 
account executive, specializing in 
sales promotion, public relations, 
merchandising and radio produc- 
tion. R. C. Yeates has joined the 
copy department. 


Ansonia to Robert Grady Co. 


Ansonia Mills Inc. has appointed 
the Robert B. Grady Co., New 
York, to handle advertising of its 
elastic and braided fabrics. Trade 
publications will be used. Moore 
& Beckham, Greenwich, Conn., for- 
merly handled the account. 


Appoints M. E. Bensignor 


M. E. Bensignor, New York, 
publishers’ representative, has 
been appointed U. S. representa- 
tive for Handels & Industriregis- 
tret, Malmo, Sweden, fortnightly 
industrial trade publication. 


U. S. Census, 1950 
Preliminary City Population 
MONTGOMERY, ALABAMA 
Metropolitan Montgomery, 138,129 
* 35.3 PLUS PERCENT IN CITY SINCE 


%& 24.2 PLUS PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 


FOR MORE DETAILS ON ALABAMA’S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


Tit ONLY EFFECTIVE COVERAGE OF THE 


ct wTRat AND SOUTHEAST ALABAMA MARKET 
ALABAMA @ JOURNAL 


MORNING.EVENING. SUNDAY __ 


mee 


Appoints Parodi V. P. ‘Elks Magazine’ Ups Rates 
Julian E. Parodi, formerly sales Effective February, 1951, Elks 
manager of the packaged drugs| Magazine, New York, will raise 
and food division of Home Prod-| its b&w page rate from $1,850 to 
ucts International Ltd., New York, | $2,000, and its circulation guaran- 
has been appointed vice-president | tee to 950,000, an increase of 100,- 
of the company. Home Products| 000. 
is the export subsidiary of Amer- 
ican Home Products Corp. Kondla Organizes Agency 
Charles K. Kondla has formed 
Appoints MacKenzie Agency | an advertising agency at 57 Park 
Martin Bros. Co., Minneapolis,| Ave., New York 16. He was at one 
maker of Klad-ezee garments for| time an advertising salesman for 
children, has appointed MacKenzie | the New York World-Telegram & 
Inc., Minneapolis, as its agency. Sun. 


Parts Group Names Tapscott 
Charles C. Tapscott, vice-presi- 
dent and advertising and sales pro- 
motion manager of McQuay-Norris 
Mfg. Co., St. Louis, has been elect- 
ed president of National Standard 
Parts Assn., Chicago, automotive 
service industry organization. 


Increases Ad Rates 

Effective Jan. 1, Milk Plant 
Monthly, Chicago, will increase its 
advertising rates. The basic b&w 
oe rate will go from $210 to 


Advertising Age, December 18, 1950 


Bert Cole Rejoins Philco 

Bert Cole has rejoined Philco 
Corp., New York, as district sales 
representative for the New York- 
Newark area. He had been with 
Philco’s sales organization in New 
York from 1934 to 1938. 


GE Names J. P. Evans 

J. P. Evans, formerly sales rep- 
resentative for heating devices and 
fans of General Electric Co. in 
Cleveland, has been appointed as- 
sistant manager of appliance sales 
in the north central district. 


CONCENTRATES 
WHERE 


Loe Gengeles 


CONCENTRATES 


With the roar of “they’re off,” world-famous thoroughbreds pound 


down the opening stretch at Los Angeles’ multi-million dollar Hollywood Park. 


During the great race meets held here and at Santa Anita Park each year, thousands 


of Angelenos concentrate on racing days. They represent, however, a small 


fraction of the number who regularly concentrate their newspaper reading in the 


Los Angeles Evening Herald and Express... the newspaper that concentrates 


more than two-thirds of its circulation within the city of Los Angeles itself, 


bringing you almost 35,000 more circulation daily than any 


other Los Angeles newspaper. Use it regularly to reap rich rewards! 
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How to Use Military Themes in Ad Copy Is 
Subject of Better Business Bureau Guide 


New York, Dec. 13—Advertisers 
planning to use Army, Navy or 
Air Force themes in commercial 
copy may avoid pitfalls by read- 
ing a National Better Business 
Bureau guide called “Reference to 
the Armed Services in Advertis- 
ing,” a supplement to “Do’s and 
Don’ts in Advertising Copy.” 

“As a general rule,” said Allan 


E. Backman, editor of “Do’s and 
Don’ts,” “there is no objection to 
advertisements using the Army, 
Navy or Air Force theme, or ad- 
vertisements in which reference 
to the armed forces is made, pro- 
vided such ads are dignified, are 
accurate, contain no _ classified 
(secret, confidential or restricted) 


military information, would not 


embarrass the military service 
mentioned, and could not be inter- 
preted as constituting an endorse- 
ment of the product by the service 
mentioned. 

“Truthful claims that an ad- 
vertiser’s product is in use by the 
armed forces or is used by sol- 
diers, sailors or air force personnel 
are generally permissible,” he con- 
tinued. “Within limits, the copy 
may reproduce military uniforms, 
decorations, insignia and official 
photographs, and portray unclassi- 


fied military equipment or activi- | 


ties, 

“However, there are many re- 
strictions on the use of testimonials 
from military personnel, and 
claims that an advertised product 
or service has official approval are 
never authorized.” 

The BBB is recommending that 
all copy containing any reference 
to the armed forces be submitted 
to the public relations division of 
the Department of Defense for re- 
view in advance of publication. 
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Photo by “Dick Whittington 


REGAN AND SCHMITT 


31 
Denver Adclub Elects 


Clair G. Henderson, general 
manager of Arthur G. Rippey & 
Co., has been elected president of 
the Denver Advertising Club. 
Other officers are: Numa James, 
advertising director of Rocky 
Mountain News, 1st vice-president; 
Ed Porter, advertising manager of 
Rockmont Envelope Co., 2nd 
vice-president; Lucille Scheel- 
haase, Western Farm Life, 
women’s vice-president, and Lee 
Fondren, director of national sales 
of KLZ, treasurer. 


Butler Plans 4 New Stores 


Butler Brothers, Chicago, whole- 
sale distributor of variety goods, 
will expand its retail division early 
next year with the construction of 
four retail stores in the Los 
Angeles trading area. The stores 
will be located in Alhambra; Lake- 
wook Park Center, Los Angeles 
County; Ontario, and Van Nuys. 


Appoints Nourse Associates 
Nourse Associates, Los Angeles, 
has been named West Coast rep- 
resentative of Hablemos Del Hogar 
Y De La Moda, Latin America 
newspaper supplement for women. 


SOUINRY 
ICRICULL URIS) 


1,275,000 ee 
GUARANTEED CIRCULATION 


@ SOUTHWEST 375,000 


EDITION 
¥ Own on 405000 
© UPPER SOUTH 435,000 


- EDITION 
FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dollas Texos 
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Plastic Photoengravings Performing Well 
for Newspapers, Fairchild Exec Reports 


New York, Dec. 13—Confirming 
the report that restriction on the 
use of copper and zinc may in- 
crease the use of plastic plates for 
printing (AA, Dec. 11), AA learned 
this week that plastic photoen- 
gravings are giving satisfactory 
service to newspapers and that the 
use of plastic plates by newspapers 
is increasing. 

This information is based on in- 
stallations of Fairchild photo-elec- 
tric engravers which produce en- 
gravings directly from the scan- 
ning of the photograph. In some 
instances these machines have been 
in use for the past 18 months. Most 
of them are for 65- or 85-line 
screen. 

Based on the experience of 380 
newspapers which use semi-cylin- 
drical, tubular or flat-bed presses, 
and which employ matrix or di- 
rect printing, C. A. Harrison, vice- 
president in charge of sales of 
Fairchild Camera & Instrument 
Corp., told AA, plastic plates have 
proved their effectiveness in regu- 
lar press runs of 20,000 copies or 
more. Instances of press runs in 
excess of 69,000 copies, directly 
from plastic halftones, Mr. Har- 
rison said, are not uncommon. 


ws “Although a few papers mat 
their halftones,” he said, “most of 
the 380 newspapers studied print 
directly and find that plastic plates 
stand up. A notable example is the 
State and Record of Columbia, S. 
C., which publish morning, even- 
ing and Sunday editions on semi- 
cylindrical presses. The Sunday 
edition has a circulation of 69,345.” 

Other newspapers mentioned by 
Mr. Harrison as using Fairchild 
halftones directly on semi-cylin- 
drical presses include the Gazette, 
Schenectady, N. Y., with a circula- 
tion of 34,826; Daily Journal, Eliz- 
abeth, N. J. (38,000); Sioux City 
Journal-Tribune (23,700); Topeka 
State Journal (24,633); and the 
Statesman, Austin, Tex. (21,560). 


a “Publishers for the most part,” 
Mr. Harrison said, “installed Fair- 
child engravers for reasons of 
promptness and economy in build- 
ing up their photo coverage of the 
news. Many have since experi- 
mented successfully with promot- 
ing the availability of halftones to 
broaden and encourage the use of 
illustrations in display advertising 
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by local merchants. 

“Now that manpower is again 
becoming a major consideration,” 
he added, “publishers are finding 
it an advantage that operators 
can be trained easily to run the 
semi-automatic engravers. In some 
cases the staff photographer is 
given the assignment, and several 
publishers report that they have 
taught high school boys and girls 
to produce satisfactory halftones 
after a week or two of training 
and experience.” 


Pacific Finance to R&R 

Pacific Finance Corp., with 
automobile, household appliance 
and personal financing offices in 
all major cities of Oregon, Wash- 
ington, California and Texas, has 
named Ruthrauff & Ryan to direct 
its advertising. All offices of R&R 
in those states will cooperate in 
the advertising program. 


Spaulding Names Seidenbaum 
Spaulding China Co., New York, 
manufacturer of Royal Copley 
decorative ceramic artware, has 
named William G. Seidenbaum & 
Co., New York, to handle its ad- 
vertising and serve as merchandis- 
ing counselor. The account was 
formerly with A. W. Lewin Co. 
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Welch Signs ‘Howdy Doody’ 
Welch Grape Juice Co., West- 
field, N. Y., through Doherty, Clif- 
ford & Shenfield, has purchased 
the 5:30-5:45 p.m., EST, segment 
of the Friday “Howdy Doody 
Show” on NBC-TV. Welch will 
carry the show on 38 intercon- 
nected stations of the NBC-TV 
network, and, in addition, has 
ordered its portion on six stations 
of the non-interconnected network. 


Advances Closing Date 

Industrial Equipment News, 
New York, beginning with its Feb- 
ruary, 1951, issue, will advance its 
final closing date for copy from 
the fifth of the preceding month 
to the first. 


Four Roses Honored 

Four Roses has been nominated 
to “packaging’s hall of fame” by 
Modern Packaging. The magazine 
said the unique name and trade- 
mark as well as the superlative 
advertising, promotion and pack- 
aging of Four Roses has made the 
brand “one of America’s best- 
known trade names.” Four Roses is 
made by Frankfort Distillers Corp., 
New York. 


Hoftman to Melamed-Hobbs 
Milt Hoffman, for the past 10 
years on the publicity staff of 
Paramount Pictures in New York, 
has been named public relations 
director of Melamed-Hobbs, Min- 
neapolis-St. Paul agency. 
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Kling Lubricating 
Oil Bows in West 


SEATTLE, Dec. 15—Initial adver- 
tising for Kling, a new lubricating 
oil, was launched this week in out- 
door, radio and newspaper media. 

The oil contains ““Butren,” trade 
name for an additive that is said 
to reduce friction by as much as 
88%. Promotion is build around 
the qualities given to the oil by 
Butren. Butren and Kling are pro- 
duced by Trans-World Oil Co., 
Seattle, of which Buford Seals Jr. 


In addition to daily newspaper | 


and outdoor advertising, Kling is 
backed by saturation advertising 
on KXA, independent station here, 
with 10 five-second spot an- 
nouncements and five one-minute 
announcements a day. 

Keene & Keene handles the ac- 
count. 


Admiral to Air Pro Game 


Admiral Corp. will sponsor the 
National Football League cham- 
pionship play-off game Dec. 24 
over more than 200 ABC radio 
stations and on up to 47 ABC-TV 
affiliates. Erwin, Wasey & Co. will 
handle the broadcast part and 
Cruttenden & Eger will prepare 
promotional material. 


Plans Nashua Radio Station 


Judge Bolic A. Degasis, Nashua, 
N. H., has announced plans for a 
new 250-watt radio station in that 
city, in association with J. E. Ser- 
win and Carter Knight. Judge 
Degasis will be president of City 
Broadcasting Corp., which has 
filed a petition for such an opera- 
tion with the FCC. 


KNX Appoints Robert Perez 


Robert Perez has been named 
sales service manager of KNX, Los 
Angeles. He succeeds Robert Wood, 
who was recently appointed sales 
service manager of Columbia 
Pacific Network. Mr. Perez was 
formerly in the CPN news bureau. 
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United Laboratories Inc. Wins F irst Award 
in Cleveland T-F Club ‘Ad Result’ Contest 


CLEVELAND, Dec. 12—Top award 
in the Cleveland T-F Club’s first 
annual “advertising result” com- 
petition went to Robert L. Meyer, 
manager of advertising and sales 
promotion, United Laboratories 
Inc. 

The T-F Club, an organization 
of 100 business paper salesmen, 
awarded the contest prizes to 
Cleveland area advertising man- 
agers on the basis of “results ob- 
tained in terms of the original ob- 
jective for which the advertising 


oe ae 


Milliron’s department store, 
Westchester, Calif., first pre- 
sented to architects and en- 


the Record... 


Y FIRST in architects and engineers reached per dollar. 


Your building products advertising dollar in 
Architectural Record works harder than in any 
other architectural publication. These two basic 


reasons explain why: 


1. Architectural Record reaches the largest audience 
of architects and engineers ever assembled by a 
technical magazine, and reaches them at the 

lowest cost per page per thousand of any 


architectural magazine. 


2. A combination of Architectural Record and leading vertical 
magazines (to cover your specific interests) will give you more 
effective coverage of more architects, engineers, contractors, sub- 
contractors and owners, at less cost per reader, than will 
any horizontal magazine. 


Start your program for 1951 by making Architectural Record 
the “pivot paper” on your building products lists. 
We'll be glad to supply you with any details you need to help 
your planning. Just call the nearest Record office. 


and 
you'll 
use... 


ineers in Architectural 
ecord. 


Architects: Gruen & Krum- 
meck, Hollywood 
Photographer: Julius Shulman 


Architectural 
Record 


first in architect and engineer circulation 


"workbook 
of the 


first in preference among architects and engineers 
first in number of advertisers and volume of advertising 
first in architects and engineers reached per dollar 


published 


architect-engineer”’ 


F.W. DODGE 


119 West Fortieth St. 
New York 18, N.Y. 
LOngeacre 3-0700 


CORPORATION 


was planned.” 

The size and elaborateness of 
competing campaigns was not con- 
sidered in selecting the winners: 
a small series run in a single pub- 
lication was given equal considera- 
tion with extensive campaigns run 
in numerous periodicals. 


@ Objectives of the annual con- 
test are fourfold: 

1. To develop better general un- 
derstanding of the place and func- 
tion of business paper advertising. 

2. To encourage better advance 
planning and a more definite pur- 
pose in the preparation of business 
paper advertising. 

3. To interest more persons in 
defining and measuring results ob- 
tained from business paper adver- 
tising. 

4. To document examples of out- 
standing results from industrial, 
trade and business paper cam- 
paigns. 

Honorable mentions in the con- 
test were won by Carl J. Stahl, 
president of Artisan Products Inc.; 
George O. Gould, advertising man- 
ager of Viking Air Conditioning 
Corp., and Alfred H. Roth, ad- 
vertising manager of Towmotor 
Corp. 


DiDominicis Purchases 
Control of Station WHAY 


Aldo DiDominicis, treasurer and 
secretary of Elm City Broadcasting 
Corp., which operates WNHC and 
WNHC-TV, New Haven, Conn., has 
taken over control of WHAY, New 
Britain. Pending acceptance of his 
application to purchase the station 
by the FCC, he will assume man- 
agerial duties. 

Mr. DiDominicis said he is pur- 
chasing 100% of the stock, and that 
he and his associates will assume 
full control of the station. 


Names Shaw & Schreiber 
Sellers Co., Philadelphia, manu- 

facturer of table lamps and shades, 

has named’ Shaw & Schreiber, 


Philadelphia, to handle its ad- 
vertising. 
WNHC-TV Names Nielsen 


Walter Nielsen, former program 
director of WCCC, Hartford, Conn., 
has been named program manager 
of WNHC-TV, New Haven. 


When QUALITY 


is a factor... 


FALPACO 


is a Necessity! 


For car cards, calendars, cut- 
outs, posters, novelties, win- 
dow displays, point-of-sale 
displays. : 
Falpaco Coated Blanks are 
specially coated for letterpress 
printing. They are also specially 
coated for offset lithography. 
Due to the special Falulah 
manufacturing process, Falpaco 
Coated Blanks have less tend- 
ency to curl, shrink or stretch. 
They have that so desirable, 
brilliant, blue-white color. 
Extra smooth surface. 

White and color-coated blanks. 
Available through authorized 
distributors from coast to coast. 
Ask your paper merchant for 
samples and prices. 


PAPER COMPANY 


NEW YORK OFFICE 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 
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: | Pennsylvania Salt Names 2 
» ~ IN GREEN BAY, WIS. YOUR | eee Salt ~ we Co. 
( iladelphia, has nam a % 
TEST CAMPAIGN IS MADE ACCURATE Roeller, sales manager of the heavy 
-. THROUGH THE MERCHANDISING SERVICES | chemicals department, as general 
supervisor of the agricultural 
of the chemicals, heavy chemicals and 
— oe departments. 
rthur G. Tunstall Jr., assistant 
GREEN BAY A the ae and general 
sales manager, has been named to 
PRESS GAZETTE take charge of the B-K and house- 
hold products, laundry and dry 


i ae cleaning and maintenance chemi- 
@ Information on distribu- cals p+ Be Bi = 


tion outlets, etc. 
ABC Promotes Hullinger 

@ Grocery Brand Sales Ned Hullinger, director of pub- 
Survey. licity of the western division of 
paeen B pene 4 Co., has 
‘ een named manager of station re- 
e Advertiser and Agency lations for the division. He suc- 
receives complete data 48 | | ceeds Francis Conrad, who was re- 


hours after survey is com- | |cently appointed manager of 
pleted KECA, Los Angeles, and director 
° of radio for the ABC western divi- 


sion. Jerry Ross, unit man in the 
*1950 census places Green Bay, publicity department for the past 
Wis., in select list of Metro- | | three years, has been named to 
politan Markets. succeed Mr. Hullinger as director 
of the department. 


WRITE GREEN BAY 
WIRE PRESS GAZETTE 
CALL General Advertising Dept., Green Bay, Wis. 


Se eats without the 


Billion DollarNaller of the Bees 


It’s not hard to get a Christmas tree in California's 

Billion Dollar Valley. In fact, forests are so vast 

THE MODESTO BES in this inland part of California that lumbering is 
Resches 9 out of 10 femilics a major industry — along with farming, manufac- 
in Modesto where per capita turing and processing. Together, these yield nearly 


food sales are 326% above U.S. 2% billion in buying power . . . support a retail 


average! Reaches half the fami- oaae 
lies in Stanislaus County — trade of nearly 2 billion.* 


— heat vm: 3 -_ is sees But don’t count on covering this rich inland mar- 
’ Pama ket with distant Los Angeles or San Francisco papers. 
That's done only with the strong /ocal papers—the 


THE SACRAMENTO BEE 
Of all newspapers in the 
West, Media Records rank 
it 2nd in total daily adver- 
tising linage. Reaches 9 out 
of 10 families in ABC city 
zone . . . half of all families 
in 19-county trading area. 


Bate at 


THE FRESNO BEE three McClatchy papers . . . The Sacramento Bee, 
Mem Reaches 9 out of 10 families The Modesto Bee and The Fresno Bee. No other 
THE fF ; in ABC city zone. (Fresno ahr 
BILLION: ranks 15t in West among test newspaper combination—local or West Coast—can 
* cities in 75,000 to 150,000 match their coverage of the Valley. 
population group!) Reaches ; 
seuss half the families in 4-county *Sales Management's 1950 Coyprighted Survey 
VALLEY ya ABC trading area. 


OF THE 
BEES 


M‘Clatchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York + Los Angeles * Detroit * Chicago * San Francisco 


Advertising Age, December 18, 1969 


Star & Tribune Co. 

Called Monopoly in 
. a = 

Minnesotan’s Suit 

MINNEAPOLIS, Dec. 13—A com- 
plaint has been filed here against 
John Cowles, president of the Star 
& Tribune Co., seeking dissolution 
of his newspaper publishing hold- 
ings. Violation of a Minnesota 
statute is alleged. 

The suit has been brought by 
Mrs. Marcella Killen and others, 
Mrs. Killen is prominent in state 
political circles and recently was 
an unsuccessful candidate for 
Congress in the fifth Minnesota 
district against Rep. Walter Judd 
(R.). 

The complaint was first filed in 
Scott County court, was trans- 
ferred to Hennepin County district 
court and may be tried in Ramsey 
County district court. The Henne- 
pin court will consider the jurisdic- 
tional question at a hearing here 
Dec. 15. 

No statement concerning the 
charges has been made by Mr. 
Cowles or the newspapers’ man- 
agement. 


ws The suit alleges that consolida- 
tion of four Minneapolis papers, 
since their acquisition by Mr. 
Cowles in 1935 and subsequently, 
has not been in the public interest. 

Mrs. Killen contends that Mr. 
Cowles and his newspapers failed 
to comply with provisions of a 
state anti-trust statute requiring 
a hearing before the state attorney 
general when any consolidation or 
acquisition of a competitor’s busi- 
ness may not be in the public in- 
terest. The complaint points out 
that Cowles interests have bought 
out the old Minneapolis Journal, 
the Tribune and lastly the Times 
two years ago. 

The lengthy complaint filed 
here traces the history of the city’s 
newspapers from the time when 
the Star was purchased by Cowles 
interests after it went into re- 
ceivership during the depression 
to current operation of the Star 
and Tribune. The complaint asks 
dissolution of the present holdings 
under monopolistic regulations, 
with ultimate reestablishment of 
competition in the newspaper field 
here. 

The Star, an evening daily, was 
established in 1878, and the morn- 
ing and Sunday Tribune was es- 
tablished in 1867. Combination 
rates are in effect. 


Produces Medical Films 


Wyeth Inc., Philadelphia phar- 
maceutical maker, has produced 
the first of a series of 16mm “Tele- 
Clinic” motion picture reports of 
significant medical meetings, to be 
shown to medical societies, hospi- 
tals, nurses groups and other medi- 
cal asso-iations as a service to the 
profession. An estimated 300,000 
medical people will see the first 
film, covering a recent meeting 
of the World Medical Assn. In 
the near future, French and Span- 
ish editions of the films will be 
printed for international distribu- 
tion. Additional films are planned 
for next year. 


Acquires Toledo Desk 


Estate Stove Co., Hamilton, O., 
subsidiary of Noma Electric Corp., 
New York, has acquired the Toledo 
Desk & Fixture Co., Maumee, O. 


Want to Fall in Love with 
1,000,000 Women? 


Here’s your chance to reach the members 
of Aunt Ellen’s natienally known needle- 
work club, The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories and 

sample copy. Send 


428 Handcreft Building, Kenses City 16, Me 


AUNT ELLEN’S your letterhead... ? 
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ADVERTISING MANAGER NOTES COMPANION’S FAMILY LEADERSHIP... 


New Study Interests L. G. Tremblay of Cudahy 


Among every thousand families reading each of the four women’s 
service magazines, the COMPANION reaches most families with 
children and most children per family. 

These facts have recently been proved by a penetrating new study 
conducted for the COMPANION by Stewart, Dougall and Associates, 
leading research organization. The study is based on 6,053 family 
interviews in 136 scientifically selected cities and rural areas. It also 
shows that the COMPANION similarly reaches most “‘young marrieds” 
(age 21 through 35) and most families in the $3,000 to $10,000 
income group. 

No wonder the General Advertising Manager of the Cudahy 
Packing Company is interested in what COMPANION representative 


Jack Badger is saying. He is pointing out that the reason behind 
this amazing leadership is an editorial-policy carefully designed to 
attract this audience. This policy explains why the COMPANION’S 
1950 advertising volume increased by 38/2 pages over 1949—and 
why the COMPANION is winning thousands of new readers every 
month. Get the facts yourself. 


—( 0 MPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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Complete portrait of the | 
PRIME INDUSTRIAL MARKET 


illustrating in graphic form the breakdown of paid subscribers 
to U.S.NEws & Wortp Report and the jobs they hold. They 
are Very Important People, authorizing expenditures for 
Very Important Purcuasss that run into the billions. 


In selling industrial products to factories, mills, mines and other business estab- 
lishments, there are always groups of men who play an important part in speci- 
fying and recommending purchases of complete units or processed parts . . . 
these groups, illustrated here, are made up of men such as these—daily operat- 
ing factors in the 


PRIME INDUSTRIAL MARKET 


Total number of Presidents, Board Chairmen, Direc- 
tors ... all subscribers to U.S.News & World Report 


EACH PANEL DENOTES 2,700 


Total number of Vice Presidents, General Managers 
. - - all subscribers to U.S.News & World Report 


EACH PANEL DENOTES 7,300 


Total number of Treasurers, Secretary-Treasurers, 
Secretaries, & Assistants to General Officers .. . 
all subscribers to U.S.News & World Report 


EACH PANEL DENOTES 2,900 
Total number of Production, Operating & Maintenance 
Managers, Chief Engineers & Engineering Personnel 
++ all subscribers to U.S.News & World Report 
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Total number of Comptrollers, Auditors, Chief Accountants, 
Sales Managers & Assistants, District Sales Managers & As- 
sistants, Branch Managers, Advertising & Sales Promotion 
Managers, Purchasing Agents & Buyers, Office Managers & 
Chief Clerks . . . all subscribers to U.S.News & World Report 


Total number of General Counsel & Other Legal Officers, 
Ce es Eanes 4A00 ' Public Relations & Publicity Managers, Personnel & Credit 
Managers, Department Heads & Assistants not otherwise 
classified, Agents, Company Subscriptions, Brokers & 
Sales Representatives, Miscellaneous Non-Supervisory Per- 
sonnel . .. all subscribers to U.S.News & World Report 


EACH PANEL DENOTES 1,700 


Total number of Business Advisors & Consultants, Association Of- 
ficials & Executives... all subscribers to U.S.News & World Report 


Z| out of > 


paid subscribers to U.S.NEws & WoRLD REPORT are actively engaged in industry and — 
business—i.e., 275,570—exactly 78.7% of the total guaranteed circulation. 


(At present, delivered paid circulation is in excess of 400,000.) 


Very Lnportant People 


to every advertiser of machinery, equipment and business services—impor- 
tant to every advertiser because they are known to be paid subscribers to 
U.S.NEWS & WORLD REPORT and because they, as a group, are responsible 
for either specifying or giving final authority to make 


Very Important Purchases 


& World Re 


VASHINGTON 
guarantee 350,000 © 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


Read for a purpose—by more than 1,200,000 intelligent men and women in 339800 homes 


“400,006 
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Buys Interest in KERO 


Gene De Young, manager of 
KERO, Bakersfield, Cal., has pur- 
chased part interest in the sta- 
tion from its owner, Paul R. Bart- 
lett. FCC has been asked for ap- 
proval of the transfer of the KERO 
license to a partnership basis. No 
change in station personnel or 
policies is contemplated. 


Named Publicity Director 


Richard A. Bergstrom, formerly 
with Art Flynn Associates, has 
been appointed publicity director 
of McLaren, Parkin, Kahn, New 


York. 


Stewart-Warner Ups Robb 


Leonard L. Robb, production 
control manager of the lubrication 
equipment and automotive ac- 
cessory division of Stewart-War- 
ner Corp., Chicago, has been named 
assistant to James S. Knowlson, 
president and board chairman of 
the company. Mr. Robb joined the 
os in 1928 as a stock record 
clerk. 


California Packing Moves 


California Packing Corp., San 
Francisco, Del Monte brand foods, 


has moved its general offices to 215 


Fremont St. 


MELVIN, 
NEWELL 


RECTOR, inc I 


creators of 


properly planned 
publicity 
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HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
Gladstone 1131 Teletype L.A. 710 


New York, Dec. 12—McGraw- 
Hill Publishing Co. has amended 
and liberalized its retirement an- 
nuity plan for employes, includ- 
ing its magazine, book and build- 
ing operations. The original plan 
was adopted on a non-contribu- 
tory basis in December, 1944. Un- 
der the amended plan, McGraw- 
Hill will pay about 70% of the cost 
and its employes 30%. The com- 
pany’s estimated annual contribu- 
tion will be increased to about 
$500,000. 

Since the original plan was 
adopted six years ago, McGraw- 
Hill has contributed $2,000,000 
toward providing annuities for em- 
ployes, Joseph A. Gerardi, vice- 
president and treasurer of the com- 
pany, told AA. 

“For the past year,” he said, “the 
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McGraw-Hill Amends and Liberalizes 
Employes Retirement Annuity Plan 


officers of the company have felt 
that the amount of annuities pro- 
vided under the old plan was in- 
adequate in the light of present 
conditions. So after considerable 
study it was decided that an 
amended plan would be adopted 
on a contributory basis.” 


a The officers of the company 
studied several hundred existing 
plans, Mr. Gerardi said, and the 
amended plan that has been adopt- 
ed, as of Dec. 1, 1950, incorporates 
many of the best features of sev- 
eral other plans. 

There are 650 employes—90% 
of all those eligible—who will par- 
ticipate in the new plan, and it is 
expected that this number will be 
increased within the next few 
weeks. 

The benefits under the original 


Throughout 1950, while export markets were opening and . 
closing like bedroom doors in a French farce, more and 
more of America’s and Europe’s top-flight exporters* were 
selling and pre-selling the world’s unpredictable markets 


FE itomnational 


89% | 


ahead of 1949 


through advertising in LIFE International. 


And this is readily understandable. For, with LIFE Inter- 
national reaching a concentration of the world’s most-likely- 
to-buy prospects (92% in business, government and the pro- 
fessions) in more than 120 countries, every present and 
potential export market is continually and effectively covered. 

For full details on how LIFE International can help you 
sell today’s unpredictable export markets, write for your 
copy of the new booklet “How to Take the Guess Out of the 


Future.” 


°K Here are the top-flight exporters who 


Air France 


, 


Carter Products, Inc. 


Chrysler Airtemp 
Chrysler Cars 


Chrysler MoPar 
Chrysler Oilite 


DeSoto Cars 
DeSoto Trucks 


Dodge Cars 
Dodge Trucks 


Douglas Aircraft Compa 
Dunlop Rubber Co. Ltd. (Britain) 
Eastman Kodak Company 

The Electric Auto-Lite Company 


sold and pre-sold the world’s unpredict- —_, 
able markets through LIFE Interna- 
tional during 1950: 


‘ Allis-Chalmers Manufacturing Co. 

American Foreign Insurance Association 
Borg-Warner International 

Bowater Paper Corporation Limited (Britain) 
Brewing Corporation ot America 

British Travel Association 

James Buchanan & Co. Ltd. (Britain) 
Burroughs Adding Machine Company 
Campari Export-Import Company 

Canadian International Trade Fair 


Cassell Publishers Service 
Caterpillar Tractor Co. 
Champion Spark Plug Company 


Chrysler Industrial Engines 
Chrysler Marine Engines 


Cyma Watch Co. S. A. (Switzerland) 


Dictaphone Corporation 


ny, Inc. 


Encyclopaedia Britannica Ltd. (Britain) 


Fargo Trucks 


Eversharp International, Inc. 


Firestone International Company 
Frankfort Distillers Corporation 
Fraser, Morris and Co. Inc. 

Friden Calculating Machine Co., Inc. 


lk ee 


W. & A. Gilbey, Ltd. (Britain) 
Incabloc-Universal (Switzerland) 
International General Electric Co. 
International Harvester Export Company 


4 Jaeger-LeCoultre (Switzerland ) 
KLM Royal Dutch Airlines ( Netherlands) 
Kaiser Frazer Export Corporation 
4 Kelvinator Export Division—Nash-Kelvinator 


Corp. 


Leonard Export Division—Nash-Kelvinator 


Corp. 


Province of Manitoba 
‘ Mack Trucks, Inc. 


7 The Mennen Company 

> Monsanto Chemical Company 
Nash Export Division—Nash-Kelvinator Corp. 
The National City Bank of New York 
National Distillers Products Corporation 


Lockheed Aircraft Corp. 


Nuffield Exports Ltd. (Britain) 
Omega Watch Company (Switzerland) 


Plymouth Cars 
Remington Rand 


Schueler & Company 


The Simoniz Company 
Socony-Vacuum Oil Company, Inc. 
Standard Brands Incorporated 

The Standard Motor Co. Ltd. (Britain) 
Standard Oil Company ( New Jersey) 


Packard Motor Car Co., Export Division 
Pan American World Airways 
Philips Electrical Ltd. ( Netherlands) 


Rolex Watch Co. Ltd. (Britain) 
Royal Typewriter Co., Inc. 
Schenley International Corporation 


The Studebaker Export Corporation 


Swiss Federation of Watch Manufacturers 


Sylvania Electric Products Inc. 


Trans World Airlines 


United States Rubber Export Co., Ltd. 
Universal Genéve (Switzerland) 


Hiram Walker & Sons 


Vacheron et Constantin (Switzerland) 


Westinghouse Electric International Co. 
World Wide Broadcasting Corporation 


and amended plans are provided 
for by the purchase of group an- 
nuities from the Equitable Life 
Assurance Society of the U. S. 

Under the amended plan the 
benefits are 1% of monthly earn- 
ings up to $300, Mr. Gerardi ex- 
plained, and 2% of monthly earn- 
ings in excess of $300 for each 
year a member is included in the 
plan. In addition, employes who 
were members of the original plan 
will receive credit for all annuity 
purchase payments made or con- 
tracted for on their behalf under 
the original plan prior to Dec. 1, 
1950. 


ws Employes under the amended 
plan will contribute 24%% of 
monthly earnings up to and in- 
cluding $300 a month, plus 5% of 
monthly earnings in excess of $300. 

The new plan contains general- 
ly the same eligibility requirements 
as the original plan. An employe 
must be not less that 34% years of 
age, and not more than 55%, and 
must have been employed by the 
company for a period of five years. 

If an employe leaves the com- 
pany for any reason he, or his 
estate if he should die, will re- 
ceive the contributions he has paid 
in, plus interest at the rate of 2% 
annually. 

Benefits under the plan, Mr. 
Gerardi said, are based upon an 
employe’s average salary during 
the period in which he shall have 
been under the plan. Assuming 
an employe entered the plan at 
the age of 35, the amount of his 
retirement annuity when he 
reached 65 would be 30% of his 
average salary up to $300 a month 
and 60% of his salary in excess 
of $300 a month. There is no limit 
on the amount of annuity to which 
an employe may be entitled. 


ms Under the old plan the average 
annuity would amount to approxi- 
mately 20% of the employe’s av- 
erage salary in his last ten years 
of employment. The maximum 
pension payable was $750 a month. 

If a member of the amended 
plan leaves the employment of the 
company before the normal re- 
tirement date, and has been with 
the company ten or more years, 
he may elect either to take a cash 
payment equal to his total con- 
tributions, plus 2% interest com- 
pounded annually, or a paid-up 
retirement annuity due at age 65, 
covering both his own and the 
company’s contributions to the 
plan. If his membership in the plan 
covers less than ten years the em- 
ploye may take the cash payment 
or a paid-up annuity based on his 
own contributions only. 

If a member retires before he is 
entitled to receive federal social 
security benefits, he may, with 
the consent of the insurance com- 
pany, have his retirement annuity 
adjusted to provide a uniform 
amount of monthly income. 


Buys Interest in Seal Sac 


Larry Robbins, president and di- 
rector of New Haven Clock & 
Watch Co., has purchased a sub- 
stantial interest in Seal Sac Inc., 
Cumberland, R. I., and Fall River, 
Mass., maker of plastic film cov- 
ers, food bags, appliance covers 
and garment covers. Mr. Robbins 
has been made executive vice- 
president of the company. 


Bonney Named V. P. 


G. B. Bonney has been named 
vice-president in charge of sales 
of Burlington Mills Ribbon Corp. 
of Canada. He has been with the 
company for 20 years, specializing 
in sales, with headquarters in 
Montreal. 
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MOBILE—This display, to be introduced Dec. 18 to Norge Division distributors 

meeting in Colorado Springs, is watched by A. H. Witzleben (second from left), 

Norge sales promotion manager, and (I. to r.) John Rivenburgh, Frederic D. Amour 
and Sol Berger of Berger-Amour Studios, Chicago, who designed the “mobile.” 


TESTIMONIALS—The new testimonial approach in U.S. Savings 
Bond advertising was revealed last week by Foote, Cone & 
Belding, one of the volunteer advertising agencies on the Ad- 
vertising Council-sponsored campaign. Looking at a blowup of 


WITH MUSIC—The Clemco Co., Hillside, 
N. J., has produced this ingenious creche, 
composed of a Swiss music box playing 
Silent Night and an illumination of the 
Star of Bethlehem. The figures move on 
a key-operated turntable. The creche, on 
sale at department and chain stores, is 
lithographed and constructed by Newell 
Lithograph Corp., New York. 


PHOTO 


REVIEW 


FLORIDA-BOUND—Carter Ringlep (right), 
assistant general manager of nighttime 
operations at KMOX, St. Louis, gets a 
farewell handshake from John Acker- 
man, general manager of the station. 
Mr. Ringlep is retiring to live in Winter 
Park, Fla., where he and his wife have 
built a home. 
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one of the ads are Myer. Kestnbaum (left), president of Hart 
Schaffner & Marx and volunteer chairman of the payroll savings 
advisory committee for Illinois, and Fairfax M. Cone, chairman 
of the board of FC&B. (Story on Page 6.) 


McGEES MEET SPONSOR—John Naylor (right center), v.p. and general manager 
of Pet Milk Co., and Mrs. Naylor (left) visit for the first time with Jim and Marian 
Jordan, stars of “Fibber McGee and Molly,” which Pet Milk began sponsoring on 


fall. 
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AMERICAS MOST POPULAR CAR 
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NO GEAR SHIFT—Union Pacific Railroad used the teaser poster at the top for two 
weeks of a six-week outdoor — in ten western cities to call attention to the 
importance of the railroad freight car. 


50) Sei Saha Rae Rigi 


POSTER WELCOME—When Rodman W. Moorhead Jr., vice-president and adver- 
tising director of Brown-Forman Distillers Corp., visited Los Angeles recently he was 
greeted by the “Hi Rod!” poster on a special service sign provided Brown-Forman 
by Pacific Outdoor. The location, next to the Old Forester neon display on Wilshire 
Bivd., is usually used to test poster showings as an added service to Brown-Forman. 


PARTNERS—Mary Pickford and her husband, Charles Buddy Rogers, are shown here 

with Mal Boyd, their partner in P.R.B. Inc., a company they have set up to produce 

and package radio and TV programs. Besides her P.R. B. activities, Miss Pickford 
has filed with the FCC for three television channels in North Carolina. 


‘i 


Linen 


OPENER—The Boys Market, Los Angeles grocery chain, used this “watch for 
opening” copy in the area of a new unit, through United Bench Advertisers Inc, 


ieee, ee a! re tse He Be oe us a ae ee Laman ie Or eee ie maar a 2 ee Sage te ae re Shea k a a wee , : : : : cam 
0 Advertising Age, December 18, 1950 ; 39 
. . % . 
od . ; 
a ee rere 
fe Beis: SARA eee ERE Ge oR nt eM = SOT RN 
2 deae” 3. 9 gn let. . 4 et 8 Wane iy, * i Meetag 
ae ee [oe ee, Se ee ee er et ; t 
oS eee — st aaa ee eae era . ‘ 
¥ pe % ‘4 se =e eit ons a : eke ? “4 om 
1e as ee ae “ee Sine Rseee eek Pu A aca ; 4 » 
oe ors Pree e ie Deep es aes Se) er es a * 
l- Oe a len { ir ; Bert Dossy ; - 7 
ean 4 7 re as ee ee : : é Td g 
- pes von qe s Soe Te es 2 eee & 3 
. as weer > some rie ¥ : e oN 7 ce es Py . z 
l- Ba ae i eae ERS a - eateawe Ps, ergy Born ge a : * 
h a ae - ‘ Sa oy aD Be er Wye: 4 “ sa ‘ 
Vas te ee en babe oF He th ‘ ¥f + 
1e = Pere Moestent * : ‘ea 7 : Me res 
10 : scat Ld ig ‘ : 
in = ao a eee. |e ie 
. Ps hs Me ag & ” 
\- as - > /) \ ae £ : ; ae - 
‘ oe = ’ Sah 5 i f _ . = ne A 1 
or es th P % x . ti ies - is ra % nat sf i: 
1, e > <7 x He ns + A. tii 5 eat = = ; 4 a 
aS Yh ee oh e. "ae me AG aa es “f : om 
S| 2 ates: P = "gy , , . : : ae 
ha. % Pa i ea a Fx _ ’ i ge : a 
d Be i a i Shi gee > eat es ; ‘ , . r/ ‘ - 
a ae ie tee ° oe i." . ie Fin ie gah 2 , * . cae 2 ea - ‘ eee 
ft Tea e).~hlUC<i«i‘i‘“‘i HSC oy: a ote at! | : ‘ ot, re 
aren be. US co silk 3 Mee. i ie bai ib) See 2 fa a Pe 5 sn on a « 
. & on. eS ee tna bat Te Li te) i oe fi : een ee + | Ff geton us 
of Pe \ Aas eas | Ee ab cen | = ik ooh eae Gita) el Pee : 2 - mene | eee PACIFIC at ae : 
Se i eee hs ae ee: or te ie ee anys EE ery 4 : Pee a ak oe ee ee RAILROAD = . 7 
) a ) ee be eae - lice) _ cor swe EEE ate | 
. LoL aon ea ges “yy ~ a s) ee ‘ i = 5 ee ey TE eon schitee 
ee i ae ee : = Lae a eee Oe eee | LT se 
- Bayt Ee , wits ae a ae & ae eat 
i hh Se ee Oe cf 7 7 ae ane ee ome ‘Al... eee hee, hen ia “43 
'S ae. ff 7 : ee. se a, Be Sittin ns ae, eal 
ee a ae aa = Lane ae peel cckgpimainperertaeiys bh f= tw i. i es as ;: at +" vag 
| ¢ Rem me SY ee ee a oe a meni ne ee : ¥ 9 - = Soe Te oe am 
e > Fee Ter, ee iat oo ae epee Shor : 4 
f a, eee ee ee ee See oe ee aa 7 “i — aM a a a ’ - A th 3 
A » ek eee ‘i 7" wa : ee eo ae . 2 ¥ ce 
Bee ote Bie : is Merge era —_* q ; RTATIO , 
d St ce a aie teed Be oi Rees icConce ty Sea eM ey ast oe REIGHT TRANS ” 
pa he, zs £2 Seance ea ae ; Boe Seer as : s hes 
e — = ‘ ME remote lace. ee: Jj A ‘ : Zz he ets er \ 
; %y “gt z $3 ee hes ns ; 
“ i ee or pe ee eee Dest eee i 
- ww cal eee ie So eiey ee ae ae ; ee a 
we Pinte wee EE net ers ga ies: SO aaa wie Aor, hens 
s . oe. oe i ag 
- oe : “es oh ¥ - . 
j © ha: Lie ea 
J . 
4 f 
Be 64 
, ee : ; 
. ‘ i , mga iss. . 
—. s ie 
, Peg : sf Ss aseeeee ies 
. ; Pe ; Beets ce 
; . ie om se eee he 
; a : ; : : ‘ i et er a 
BES Ee Ou ForesTER 4, | | 
ai pe er ee ie ee gg Pee : - si ba > nm 
‘ iin ci alle all eit Mis Such Mair Ea Fee yi pers “ae ow me : 
Shy ae ae, oe 2 en SSR OS nh «iat eo a Z ae ai i ee 4 * P 
: Sa eR a Oe io ce eh eg i ee : ’ wl ; eer ; pata Cllr te i q 
3 eee re ee ere ae ee ae * 2 oer # Mat a 4 ee 
‘ oe ee 3d A 7 Aeks ; oars hes ree Score ae & defense heiped r . ; ue AOD ! : ; gm we ia ; <a ; 
ie Mle oe 6 —=hli‘<‘a CY “fw cnmgs ees : ta Peni . ia 
5 e. by e a ; Tea eee 3 7 ys ; € ae home! . ee OVE i —_ ihm ; i « : ate i - 
iF | ? x 3 ’ eg Reet ee eee i : ies Soe 2 
Cao . a SAE eek is ee P : jo on OF pee : heed ow sae —— an, 
“”. ; Ld « 4 BE ee hs 2 he . : pe ; ee ee he EA ie ~ —— 2 ise ae ae nt ae 
sted x om : hs fs Co era y ana em omen 4 eee : ar ee ae Pas : 
fame * . ae a a Seer . pb sonoma emotion OF Se i : aie f ek iii és he ia cae ‘ 
: ’ te. hy * pe Oe ae ; ; © : AF re - Gms! peste. " ier 
re Zh ~ ae ie a 4 i ph 3 cee i a E . oie ~~ ee Pw 
i ot i ne 4 “— ae oe Peto | re € AOS Sl alee es ke , 3 Cpr ag ‘ R>.. me 
i eee. yp ee ahs och HH | a ar : 
; ‘<5 as ee ees : E: | ai , : : 
bare 4 Fg eth ark 5B “ ; ie te ae 
nie ; ai eke eked Se - . ‘ ‘ : gO a 
| ar ate Dig aos a ae ee eee | 5 
hie § anes Cheeta se. sh eee ag Sh ae : ’ " 
Iain gE Cie iaeien. ot aha eile a ae peen: qq af . 
| By ee Qe ee eo Pac yg oe ; , ; es 
ie ee enon SMeeaaMa tS Made ymin, eermae 1 eae ea) i | : ate te 
i a ee eS ae | “fe ny ee Aes aes ee 3 ; ; ‘s 4 oe Bie 
Beck ers eae Aer ae 3 Ss ease y eed, te = { , Fi a } sei 
eo a ery See ey ne Bem, 2 ee : | Cy aa es 
ag Re ieee rin ae ime ge Ve ee ane Sh } sae : 
Hue ae a ee LE. Ce ye eae aa Be aS oe Cen mee w= cea 2h % 3 ee, | ae | 
ney See ne ae oe | Yam ms a ' ae ‘inate Bes MP ads fie bose bis sorte water ene M + Neitz P a 7 ory a 7 
? e ee Z 4 a, Fae a & Saison Efeetene ee S ee ates het os ts BPs . “ >in oo" : & 
i Gitionss [| Soave §) foes “=r * m— aia | Wit egad Fy 
Sere coe pina oo i es é : > ae a : Pome. te? 
| : ; j = os aah ne F praia F é Fe pat sla pie are oneal gy Z Pa tees . 
/ . E we 2 all ; ‘ Pre 
a m 3 3 ee Pike i. Po : + 
- det tee Te Relay é ; : ; piss i , ' ees — i I! ¥ del » 
ye ha, neal. jr i 2% per s ee iia ei o 4o< : 
igus ee A ae te ‘ toa! -* =Iie-* ee f: te 4 Rat ig: 
a: | Pe ba Witainda, PR Patna eden dm J ‘ 3 qe . mn eT ee 
‘ ‘ be Tt ngage 7 . ' ie 25 Pee danas i % eg 
Oe tes ce : a hee Sry hese ha ee ——— iid So fs. ' ee |, 
Be en eee eee ti _ x Sawa Sane - » a AS > ieee 
Fee IAA eek aaa “aly Lite ee ee se Stratton orn ia ~~ bi ee Pix.. 8 aoe 
\ oe! ie: ) Oe: sink einai nt We Reames ee aaa Sen ee 9 leg Be ete Peo q -. ee ae 
eg A ati fae tte: AED rs hot ee ae ‘ ise Sa. © . aie ~ oe fn lal es Wie ed x a E) ——_ ee ee Ga 
Celta oe Bo hele, ae ae nee He ate tabs "9 be Pete a . go aise iene r 5 F . , “g 
FRE ge pee ey ae, See BB ig RY i Pc, Mig ation Sante “ae teat Matgee ie hag hy pS Amore Bae ae a eo 4 . 7h 
Mg ee SE RED 9 1 aan er ory ae aE he as es tone > = St. te es pie tes < ‘ Epa 2 lied eee + » « ies sl hia ‘ 
eats ee v Se SS eee oP i oe, Pacis Osa ey OO: : : Soh raya ag ; ete s eee oe ao, - Z ; ce Rath 
, : : ae oe =a aoe ei ; fe et nig! - re Pi Sy gsi ‘ fae ey Timi, ON ge alah ae ‘ J P —— ere ae 
j : ee “fet ge at ie 2 Soe ~ age + ¢ = 2 Cae aa Nites ey es ‘ Ae Sie % nih tas aS 
¥ “ 4 ' vars 5 ee . Or wirs = ‘ ‘* PRLog eT Ne egay OW ai e se ao ee ea! od ; id ‘Salinas aa ae 
Sie tee ee Bet aes eg ee ae. Ves iy Ras Pie ad SER Or wees Vr ere ree hee a oe } nee 
D> hoe ae ae elo Sgt ill ee gee tec a eee eee . + § ren To. Seeger ee ee ee Ge eee! bela 
a $ ‘ 5 “8 « ES : am Ps 2 ps I 7, @ m r 4 Ph ae . Et § ae SETUP oly 
Ee ot ah Saas ee Fe ; oe te. : eed iis 
Bo a ee ie ee SES Be ee ell fosocae 
fee ee om rs J aiid pe a eee PF ET SES aie ae Pe a ee 
5 ae eee sa ne . ey i a Bes i Rigs id Tote Me cet Nc z 
} - 
} 
| ee ‘ om 
’ * an . : q re ge <= > 
Pd. 1s eit be —  “s Ue) eae ; y eae Sere ore f iia CE ee PCE eee SS 
—— ll —-— - , A ee coc . j , a oe ee 
| et te. ne ae =. )=)S——«~—a oe _ | ae 
Re so ein ok — ys F . “4 4 ind ‘ . es , : ; 
e ae hk ee ee ae ae: ie “3 ” me i. pa aa worsening, nit | 
3 ae ap icat tate a Pens ; F A . ol os ae . cm 
a de eS er F 4 i x ee ———— ; i 
Fo ony, ce LT ile . oe oO ld, ; gach FOR CONSISTENTLY LOWER PRICES - | ri 
“eG ees — ae 3 , — ae im wares : ee Skee 
<p, ae er: ; © rear te Nites eee Bo eee pe? is OPENING - Raiore 
ee ~~ — 2 : s i Jae. _. eee nea eee os ee _ “i 
a! = oe a % See sa 8 et a = he ae & 
ae. me peas ae ee ie ae oe a i pee ae os 4USf : * 
ees pe ee sit. we? ee eS ee ; * ee 3 Tver é 
So ag Sees ae OG eo A a ey, “a eo hay a 
el a. a - tee See vee a laa Bie Pree ey es ae ge Rene = ee aie PP € . Le 
et, Dae es - ; es sad - 2 ee ae 2 : ‘ RE i 
TG eee 2 og Ss ne qh... 7 2 ae bet CRENSHAW AT RODEO RO- — 
oo Co ll 2 sis y ie . to ee Ber Oe PTE ue ie fon ee 2 1 ae ¥ ‘ . és 
5 ft ae , “ sa eo f eS een a Be keg 7) i a ai tee of Ae aie ; es ‘oo " Sees oie is 
; wisi Fr rt {ee oe pe eR Oy SE eee ' aces : sacra cali ARS TELA NS 
£ SBE ae et FT x Bes a at . * ag | eR seo, vinta eee ae eo Kar ee tee ee en ee a ee ser aN ee 2 
eee ae ss a ‘° ah ala ee ra age aele ~~ Bt ol) agai ae “ene er capucnie earepen Se : 
5. Shaper tale CO SE th en a ie ia porn wer See Pe ee Ps 
wie ada ea Sk [ff ee eee iia iatis sn mucins aap OO a ie er 
Sh etelacs fier eveirie “5 Pi eae ai my = | = gre a as ee eal 
Joi i Rates co ; | ieee ee ee 
\, a ‘ eater U Ne! Dic iain eae g Sa ee Pe 4 2 ays cael ae oy oe ch ane nae aN a b 
: aaa en 
jas “og we) See pias ee an rem tases sug SNA | ena) 1k Sa ees eae a “4 
a : ec 
| ee 
NBC lost Hl XUM 
Ke 
Leake z : ’ soles = 2 * . ~ pa. felis z 


Facial Tissue 
in St. Paul 


Spotting changes in brand 
preferences can only be done 
at the local level. Each year 
here in St. Paul we see brands 
wax and wane in consumer 
recognition. Facial tissue offers 
an interesting example of this 


growth and decline. 
Over the past four years the 
primary demand for facial tis- 


sue was as follows: 


BP cs rae 88.4%, 
MT seers 88.7% 
Se Scns 88.6%, 
arr 90.7% 


As might be expected, fam- 
ily usership remains quite con- 
stant. However, brand prefer- 
ence within the class shows 
some significant trends during 
the four years. 

Here is the percent of fam- 


ilies expressing a preference 
for the two leading brands. 


1947 1948 4949 1950 

-. © eee 

Brand A...62.1 53.1 546 47.5 
Brand B...21.1 21.1 25.2 31.4 


In addition to the shift be- 
tween the leaders, two new 
brands broke into the ranks of 
competition for the first time 
in 1950, one with 3.3% and 
the other with 1.2% of family 


preference. 


It is through market meas- 
urements of this kind that 
manufacturers and advertisers 
can appraise the marked vari- 
ations in the relative standings 
of their own and competitors’ 
products in the minds of con- 
sumers. 


Facial tissue is only one of 
the 150 classifications studied 
in the Consumer Analysis of 
the St. Paul Market. These 
classifications cover brand pref- 
erences for foods, soaps, toi- 
letries, beverages, home appli- 
ances and general consumer 
buying habits. Send for this 
research report today. Write 
General Advertising Depart- 
ment, St. Paul Dispatch-Pio- 
neer Press, St. Paul 1, Minn., 
or Ridder-Johns, with 
offices in New York, Chicago, 
Detroit and the Twin Cities. 


Inc. 


(ADVERTISEMENT) 


United Advertising 
Acquires, Merges 


Two Outdoor Firms 


Newark, N. J., Dec. 11—-United 
Advertising Corp. has acquired 
and merged the outdoor ad facil- 
ities of the A. K. Salmon Sign 
Service, Moorestown, N. J., and 
Patton Inc., Glassboro, N. J., to 
form the South Jersey Advertising 
Co., with headquarters in Clayton, 
according to Leonard Dreyfuss, 
president of United and head of 
the new company. 

Other officers are: Walter W. 
Salmon and Harry P. Salmon, 
vice-presidents; Henry L. Franks, 
treasurer, and George B. Maull, 
secretary. 

The Salmon and Patton com- 
panies formerly operated outdoor 
plants in three southern New Jer- 
sey counties. Mr. Dreyfuss said 
that a building will be erected to 
house the offices and shops of the 
new company, but in the mean- 
time headquarters will be at 13 W. 
High St., Clayton. Walter Salmon 
will be in charge. 

In addition to its company in 
Newark and the new South Jer- 
sey company, United affiliates 
are the Lehigh Advertising Co., 
Allentown, Pa., United Advertising 
Corp., New Haven, Conn., and 
Bangor, Me., and American Adver- 
tising Co., Long Branch, N. J. 


477 Cities Have 
25,000 Population 


WASHINGTON, Dec. 13—The num- 
ber of U. S. cities and other in- 
corporated and _ unincorporated 
places with over 25,000 popula- 
tion increased from 397 to 477 
from 1940 to 1950. 

The population count in the 477 
cities, according to preliminary fig- 
ures from the 1950 Census of Pop- 
ulation, totaled 61,425,669, repre- 
senting a gain of 8,676,670 or 16.4% 
over the 1940 total of 52,748,999 
people living in places of this size. 

The Census Bureau also has re- 
ported that the number of cities 
with 100,000 persons increased 
from 92 to 106 in the decade (AA, 
July 3). 

Most of the places that grew in- 
to the over-25,000 class were in 
the South and West. In the West 
alone there was a gain from 45 to 
64. Nine of the cities that entered 
the over-100,000 class were in the 
South. 


Brewer Signs for TV Show 


Regal-Amber Brewing Co., San 
Francisco, has signed to sponsor 
“Top Views in Sports” on KNBH, 
Los Angeles. The program is tele- 
cast Wednesdays at 10:30 p.m., 
and is a film of highlights from 
the nation’s top sports events dur- 
ing the week. Abbott Kimball Co. 
of California, San Francisco, is 
the agency. 


WOV Rome Studios Move 


The Rome studios of Station 
WOV, New York, have moved to 
larger quarters at Vai di Porta 
Pinciana 4. Currently WOV origi- 
nates four commercial shows daily 
for broadcast in New York from 


Eddie and His Eighty Dimes 


(The story of a little Polish boy now living in Houma, America) 


Nearly every day at noon a small boy has been coming into our store 
to look at various and sundry things we have on display. 

26 Gee, Wo FR Dit atientien 9 Wie veltn anS Nis enewer Seer geet 
ing was always... “Just looking .. 

Che Lene ats a Siter eit enue bn to Side Ghnate anteidbien tiees’s 
stationery store that is fascinating and a great many people come in during 
their noon hour just to look. 

But this little boy would always stop at one showcase and flatten his 
nose against the glass just as most children do a candy counter in the 
boy with him and while 
ne ae a nel oe oes 


of his time at that one case. 

Saturday morning he came in as usual. Another boy was with him. 
After looking awhile he left. We thought no more about it after one of the 
clerks told us of his frequent visits. 

Late Saturday afternoon he came in alone. Only two people were in the 
store, the manager and the bookkeeper. The manager met the boy at the 
door and was greeted with: 

“I want to buy a pen.” as he looked at a certain showcase. 

The manager turned to go to the cash register where the key to the 
Sheaffer case is kept. The lad became a little impatient as he indicatec that 
he thought the manager was going to a case where cheaper pens are kept. 

“No, I want a Shaffer pen.” he exclaimed. 

Knowing that little boys’ desires are frequently above their pocketbooks, 
the manager asked the boy how much he wanted to pay for a pen. 

“T've got eight dollars and want a Shaffer pen about that price,” the 

replied. 

“We don’t have any Sheaffer pens for eight dollars. We have some for 
five dollars, some for $3.75, and some for $10, $12.50, $15, or I could give you 
a pen and pencil set for $6.75.” 

“No, I’ve got a'pencil. I just want a GOOD Sheaffer pen.” (He had 
learned how to pronounce it.) 

We showed him a green, brown, burgundy and blue in the five-dollar 
pen. Without hesitation he selected the green. 

“And does this one have that new touch down filler?” (Where did that 
boy find out about that?) 

We assured him that it did and then showed him how to fill it in one 
stroke, 


Then came time for the pay-off: 

The lad put his hands in his pockets and came out with both filled with 
ane dimes of all ages. He calmly started counting them out in stacks of 

-» five stacks, and an extra for the state sales tax. 

“Sew, gimme a bottle of Sheaffer's Skrip Peacock blue ink.” 

Our curiosity was definitely aroused by now. 

“What's your name, son?” 

“Edward...Edward BLAH-BLAH.” 

“What's your last name, Eddie?” 

“BLAH-BLAH ... you spell it C-H-W-A-L-E-K...” 

“Where are you from?” 

“Houma.” 

“How long have you lived here?” 

“Three years, almost.” 

“Where were you born.” 

“Europe.” 

“Whereabouts in Europe?” 

To make a long story short. we learned that Eddie's father is John 
Chwalek and that 7 he is a shoe repair man and they've been in Houma, 
America, almost three years. Eddie has a dime bank and he has been sav- 
ing for quite a while for the pen of his choice. The shiny appearance of the 
dimes indicated that he had been saving them and counting them and 
missing lots of shows for a long time to get the pen he had every reason to 
believe was worth waiting for. 


Well, we agree with Eddie. We handle all kinds of pens, but we feel 
that we've made a friend and a customer when we sell a Sheaffer of any 
kind. Who knows? That little Polish boy may turn out to be another 
Edward Bok, or just disappear into the great American melting pot, but 


sold him his first fountain pc 4... 


THE TERREB 
S: 


316 CHURCH STREET 


whatever he becomes, or does, we'll always be proud to remember that we 
and that it was a Sheaffer. 


ONNE PRESS 
Store 


HOUMA, LOUISIANA 


POWER OF ADVERTISING—A strange and compelling story of contrasts and of the 

power of advertising is told in this unusual stationery store advertisement which 

appeared in the Nov. 19 issue of the Terrebonne Press, published in the town of 
Houma, La. (pop., 1940, 9,052). 


Samson Joins Dowd Agency 

Don Samson, formerly manag- 
ing editor of Forbes Magazine, has 
joined John C. Dowd Inc., Boston. 
He also will be on the creative 
staff of Dowd, Redfield & John- 
stone Inc. 


Hynes Joins McKim Agency 
C. Gordon Hynes, formerly in 


the Rome studios. The new studios| the Montreal office of Vickers & 


also. will 
Cueto & Co., Italian representative 
for WOV. 


accommodate Beorge| Benson, has joined the production 


department of McKim Advertising, 
Montreal. 


MATRIX COMPANY 


517. SOUTH JEFFERSON STREET, CHICAGO 7, 


ILLINOIS 


Purchases ‘TV Forecast’; 
Links with NY ‘TV Guide’ 

The newly formed Television 
Guide-New England Inc., Boston, 
| has purchased TV Forecast, which 
serves television homes in the 
Boston-Providence area. The mag- 
azine, formerly published by TV 
Publications of New England Inc., 
has been affiliated with TV Guide, 
New York, and also will be known 
as TV Guide. 

Len Ruskin, executive vice- 
president of TV Guide, New York, 
has been named publisher of the 
New England magazine, and Dick 
Lindstrom will continue as adver- 
tising manager. 


Appoints Lloyd Ellingwood 

Lloyd Ellingwood, formerly di- 
| rector of the consumer program of 
the Millers’ National Federation, 
| has been named western advertis- 
ing manager of Scholastic Maga- 
zines. He will make his headquar- 
| ters in Chicago. 


| Bolling Names Zezza 

Carlo F. Zezza, former account 
executive at WOR, New York, has 
joined the New York office of 
Bolling Co., radio-TV station rep- 
resentative. 


Advertising Age, December 18, 1950 


Pittsburgh Strike’s 
Effect on Business 
Told in BofA Ad 


NEw York, Dec. 11—‘“‘What hap- 
pens when newspapers don’t hit} 
town?” 

That’s the headline on a full- 
page ad prepared by the ANPA’s 
Bureau of Advertising to show 
that business suffered in Pitts- 
burgh when a strike of mailroom 
employes shut down the city’s 
three dailies for more than six 
weeks. 

The ad, planned for use by 
ANPA member papers, carries a 
bar chart showing that Pittsburgh’s 
department store sales in news- 
paperless October were down 8.6% 
from October, 1948. Sales in the 


three preceding months of 1950 | 


were said to be “running well | 
ahead of 1948.” (Comparison was \ 
made with ’48 because “major coal 
and steel strikes in late 1949 make } 
*50-'49 comparisons uninforma- | 
tive.’’) 


“A spokesman for one of Pitts- 
burgh’s top retailers” is quoted } 
as saying that the absence of news- * 


papers “forced us into other media 
which haven’t come within miles 


of justifying their cost in terms of ° 


results.” 


# According to the BofA: 


“People tried other ways of get- | 


ting news. Business tried other 
kinds of advertising. But all the 
substitutes were found wanting. 
Nothing could take the place of * 
newspapers. c 
“Department store sales lagged, 
despite all-out emergency promo- 


tion efforts. Scores of other down- . 


town stores—advertisers and non- 
advertisers alike—felt the loss of 
the mass traffic-building power c” 
daily newspaper advertising... 

“National advertisers with big 
campaigns afoot found no practical 
alternative for the newspaper ads 
they’d scheduled. Promotion afte 
promotion was canceled or posi 
poned till newspapers hit town 
again. 


a “Pittsburgh’s experience proves \ 


once again that a city without its 7 
newspapers is a city in the dark. 
With its newspapers, our city or 
any other possesses an informa- 
tive force and a business-building ~ 
power for which no _ substitute 
exists.” 

The ad goes on to quote repr: - 
sentatives of several busines; 
firms. Samples: 

Franklin Bell, advertising man- 
ager of the H. J. Heinz Co: “Asa 


national advertiser, I know that -— 


newspapers’ absence has been 1n 
irreparable loss to Pittsburgh busis } 
ness.” 

Glenn Knickerbocker, distri¢ 
manager of the Kroger grocery | 
chain: “No paper here should have 
any trouble selling space after this. 
For us, radio doesn’t do the job, 
nor TV.” 

The BofA said it was preparir's 
a brochure giving a detailed a 
count of the “Pittsburgh story” 
which will go to advertisers an 
agencies on request. 


Ivano Names Rehmann 
and Appoints Agency 


W. E. Rehmann, formerly sales 
manager of the bakery division 
of Zion Industries Inc., has been 
named general sales manager of 
Ivano Inc., Chicago. He will direct 
the distribution of Ivalon sponge, 
a colorful vinyl product for house- 
hold, industrial and professional 
use. 

The company also announces the 


appointment of Henri, Hurst & Mc- 
Donald, Chicago, as its agency. | 
Trade publications and magazines | 
will be used. 


To Join MacGruder-Bakewell 
Revill J. Fox, account execu- 
tive of Arthur G. Rippey & Co., 
Denver, will join MacGruder- 
Bakewell-Kostka, Denver agency, 
Jan. 1, 
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UR INDUSTRY has long wanted a consumer magazine 

that would reflect our dynamic method of merchan- 
dising—one that would have the quality and wide appeal to 
please the millions of homemakers who look to the stores of 
our members for better living by getting moré good things 
for less. 

“As such we see in the magazine BETTER LIVING a 
potent factor to implement further our doctrine of ‘more for 
all’—to the benefit of the farmer, the manufacturer and 
processor, the distributor and consumer—‘the lifeline of 
America.’ 

“The members of the Super Market Institute are proud to 
be associated with the McCall Corporation in presenting 
BETTER LIVING. Having worked with the Super Market 
Institute since 1937, the McCall Corporation knows our field, 
just as it knows how to produce magazines of editorial 
excellence. 

“I predict a great future for BETTER LIVING .. . and 
recommend it unreservedly to our members and to all who 


serve us.” 
CLAUDE W. EDWARDS, President 
SUPER MARKET INSTITUTE 


CLAUDE W. EDWARDS 


5 


§ Ee 
Coe eae 


or i Sen we 3 E we spe = een eae ge aoa ai aa Z “ ‘i 
- : I, ce) a na See a F ; 
19569 os = iia wie Pee < ey ake : a ru p ‘ 
a ; Lt Apa a 
7 a 4 : eo 
= om eis ms bp % * ‘: sa rk 
_— sits : 
: 2 ea ; Sy ieee ra ; : 
f Sia- 2 cee ea ts a ee | oa ia sara i ; Moe as Sere sz. 
iG ge es i: BENS: eee a callac ae a : icy 
. ae aera or ye th ee. a mg oe CS ee Re ae knee ean sits : oS ok 
eee hore See ee Be es « «Sp ae Sere ee es Ree a eo Rye rere bee : 
So : ao o =. 9 - nia at ieee a es ee a ek oe ee cee Pienaar i ence le ee | ee Bes ae Ree ee isa eck lke P a 
sc ialbalie OR ee ee, = is 0 ee aay ite: Qgpuer asses ted Agee 
pecsch ts, altho eae Poa pe Role, a8, eer gen ; noe ee * es ee ae eee tres es er ae Cs ee art RN Ae 
1ap- ane eee ee? zs eae (ee tie ae ie Wim se cc ea i eee LPS get fas gil! cae, ; ioe 3 che eee ‘ Bee. oo Alas Pe eae eae re agers : ee 
hit eae: i aa iia MRC ik oh 6) 2 aie ke - oe eck ie ee ae ae diet ae hie ee i eee Stirs) eee ieee ae Se Se Tome ea mk ae eae Bs i i ae See . seem 
a Bie Spe ee Bee is ele Se Sith Ses acai pes nn cs ame pares poeta i a aes ee as ce Se es here is See ee Ee ke A Sac re ia an iit ce ca eee devine 
— Pager ola’ me a teem? nee are Weowey oe ae hsp Nae ote DHS ee ae ‘ee ar Mu ia ou eral wn : Bethe, hak Seeala ale ay ee te PS nie tae Che eens aie ass asia a Ra 
Pull ; 132. ee 4 Er ins Leen Aner, ‘aie wane Wit tl Cea es ene es a Seo ech ka arn Faas lal meat ES cA. ka 
a Ee ae pea a ane ae ae St gee Li ae eer aS a ee ee ce as Site ae ae a ee 
> : ho ge a * ‘ SN Be ea ee oe VTS Ope i eee RE ee AY ee ee te ie ent eee 
PA’s ae ‘ ‘ r ae ‘ Pear a ria ear at eae oe “ ae eer rae 5 i ec! ie ao Pas ‘ * 

: Saar + Be 7 a ea oe a hee 
how _— 7 ee ir, ot ee ea a aimee lait 5 eee. ae : 
. a dae Pe ee ees ye eee Fee pee fe 
itts- # foe i ; eee ee ete 

“de ge , Wa a ae ee et 9 Bae) aes 
oom & sii . : eh gi cee Cae tee ee 
ity’s y ents Oty ee — fe ail 

six @ “3 é Chee : 
i le < eo 
oe at ae Me ge et ‘ 
soa Fi as % 
gE. : 
, | Fa * a 
gh’s 7 ‘ Fe 
6 7 : cdl oaeetty a OP aia Re a le 5 fers 
% 7, prem ine eae eee ey 
the ‘ ‘ i aol ee ae RTE Se 
1950 Aa iii cies 
“% y 
well | im ; 
was | . - 
coal f . 5 
ake | - “" 
ma- d ee P tots Ge i ii (os ty tae 
; ou easias pete ai) eee ay Pepe icy % 
R eM maa ew Fe eo ales “= 
‘ es ec ee LT a nie rl 59 
sted | : ie ae rae Se _ ah 
H ai 2 lie aa eR 7a Caz eae roy. Pate 
ws- ae oe 
adia ls : ai iol a ta ae 
i . : ‘ cite So oii i is ae! 
iles ‘ casa Re aan rn Tee ay 
sof ; ; a 
| 4 ’ 3 3 7 
get- { a 7 
ther he $e 
j * ‘ 
the na ae 
i re ; hee 2 oF 
ing. | i : J ae ag 
. of (hae if EN Sag 
= : wie ie 
Bed, ‘ + A = hs . “ oe 4 : 
wn- , p i ae ea 
on- |@ ae , 
” ; : : 
; of | a ‘ aa ott fd: 
re is on * poe rs 
. 3 cy “ 4 “a ty oe ae 
: t bo) orn os as Bin‘ 
b son yo) a os ; 
i ik £5 ? ped ; Le ¥ tom ae 
- Rees Re ene 
ads Posten a a ee tk ; 
fte ae ‘ ; f : : 
a ein # sey hy o 
OS. aes : P + ed y Pa 
i eS . J 4 4 i 
wn "i : j ee “ s te 
yay : ie 3 oo 7 Fig ta> 
j . Lisgit “AS tg, ee 
: 4 ice tt - Se Pt ae fi 
aoe : . : x 
ves \ aaa eel r “4 ; Saad 
Le ; . 2 
its Ti : = | , | a 
ark, fi a AT ssa ; o x a 
4 ees *% e vi , faite 
or gE: Z , aey “a . i he ba a wee Mey ce cas es, 
ve i L ao ._ | : Pes ure een eam eeetia 
‘ing * ee ez cin mcd ase es 
j : ‘ ae a er wees rl as BUT Ae MAG a. 
tute ¢ ial? y os ORE ide oem 
: 5 o 9. ll z é : iat i Loe es sib etd 
aA Fi - + i 
a ght ; 
} > pes. a Ke R Be 
ori - ; os a 5 a Os : 
16:8; by : s “ 7 Bs : 
ve a 2 ” Sy =H 
- | , e : Sen Ph, a ag 3 : ps; 
; ‘ _ : “ ; SS a fal 
an- ; ied ies 5 -cgiltee Nie taal i 
: > ey pe PP: i . aa : 
5 (in sd is oa te Bink <> Wes aa f eee ee ee ye : 
that | ie C: aad ee at ne — } aoe 2 SP eS RG hy Ae ; : SECS ER See Oe © PONE oe 
; P ee des face rt Rees a7 -. ia 4 i SS ig es i 
an hj ; pulled oe ras. — +e Ree ey ee Si 7 
usig —  °* ‘oe y oe Di “— : = ‘ ey, eye +S } i : ln ‘ 
 _ , ? a - ; ae 
. ee » 4 " be. Pt 2 ‘ 3 : ¥ . i. : 
Tri¢ ae % 3 Bear “a = * my ’ a ae 4 oa 
er y ; a ri ~ wd hae 4 be a | 9 ee i‘. te, “es By ed ot é sf a e Mh ; 
Ae —S ‘ ;* sigh t ot af . ‘ 3: é: pgeer a) ia oy : oe s 
ave ‘on a a is € e ae PG < ; - J rs ee is ES ‘ * } i. : 
> | (i re (t4 . es. ee ee ee : ioe 
. 7 * “s E oe 2 % " 7 aa ae ae ™ +? A : er " ; © 7 ~ ri 
job, Ao Bi é 5 See a ody ge 3 ee 4 tan Mae oe ee 5 ee < be 
i ps he, oe ee 4 " F 4s ‘ Sat Ma J a ds Satie. a : at 
“ir | = pA bet er i % ee ae ae iE ih Me Se be Le i ‘ ee aan 3 } pera 
' : a ae i : “J ae 3 frei Nar Nika aig Oe Be ie. Samet = : Te Ma ite 
at j ee 5 [> * . Vs ae PPG ae AAP le eae el fa ’ irs. ee mre reer: 
- - %. E 5: . : ; at ¥ — . be ¥ 4 h; r 7 PO cee C8 Da, we aes a ere af oa 
ry” iy * ’ aes 1% ; i PY 4 Fos: eae MES OS ARR ca teat Pe An Pie ae 
a —— a. sa? ; Ge ae ek a a il acess ee ee 
Ae. a * # 7 Pes. ma L 3 tie ee meee ee 
eee ay os F fe | ee 2B ¥ r- af aie eis Ane Se oie c(i 
nage * re. * ee ‘ ee Dat AO ee aime ri? 
a ey Fin RTD : ¥ ee ; - F J Sh Sad EO ze asin) ep pail: 
ene Des E Pe oe Ree led aie : ak: ra eae Seer ete an 
ie i Se Me oo eee FES Be ae Bene. Te Nae Lio eta 
es | aes : ; : an aps. ee ¥ 2 pe i Sag Site eg area aoe Shere even! oe oe 
= a B % v1 Be ole by me eee ge er 
ales ; f ee oy / LG ee ir Reade a Se eyes eed. lea 
10n et a ; pee ae ee ace FON Sy tas Si Oe aes 
een 2 , , . : ape ds : Keowee eee 
of ee ; ee ; o ian iia oh te7 meade 
oy re oe ie “ : a te of ‘ : : : 4 ; EG tees hee 
rect ee eek ; a oot he gore Reg ae : eo Ben oe 
Bi as , p : Pe ee es pom ake i ae Pie gs Pee J mee : , 
ge, a ae % ao Sole PA memes thse LS a PV ee ce be ee eae 
ise- a 4 if ey + ra renee et ue cee ees 
mal * A, _ Ler Saree  k a <n aaeenae. fs Ses saute: 
-. fe is * il gi et A au ae, pat - ae ee a2 Sie tape a ik 
A # z zi fx . * Pm, » — at we, x 7 % ea 
° eds 4 eS Pe Poe ae os 
“ * a “a vp Saco at A hes 
- eee oe a a 
be Ll Rog ae 
cy. | ise % 
: ‘ oe 
nes | 7” “a 
] \ Se a ee fi é 
ee ee 
cu- § Pte. Bathe et eee aa: Pe eae a woe ; $ . 
7 Perse aU ee oe eee eee et eae a hie as hk Sadan rt eRe Ie © oa dee Sreiraelages 
50.) a Ae PS ee eee die os Ce aS ike eerie Pa oe Mica ana Coe aihaa a 5 RN ME CAS ays) ara 
ge scat Ee et ee se oil ae Pee oe ae ER Cee Reem sao kre aed fy me een thee eT iiss meee Ate : 
er- @ ee, Shee piagees Oe Eee ean re ea ta 5 ee eee oe cee Rpt 2%, RD, i eee aaa eo ee Nie Seem ea eee als ls 
. : iis ; am = rial Fee alee Oe aaa eee i Gh Ria ee ara aba Sees Toe pee Bo elree k a 2, ew PENS gd SR se “Pt aa vl a 
Icy, ae aa De eT eae ere ae ae oh i a eR ce Ee eee ne ae eer eet Ao 
es oa ae # * Me asc So eh oe ‘ es me So) : iy Re, oe eee Ores oy a Og ee pa eur 5 est ees we et gE oes er a Sa 
Se setyetgat Te i z : Apr oe o Wiake, fie SS es gage ae ser tee Se Ay, eget nner : ae ee We Pete en ee Beco hac yA ae eae albste ae 
en Ae eee ge a oe SR gene goes eres ir a Sa : Dees ple on Gad hice ent Pte Ai SEES gh ORG ah oe ee ny ered eee ee on ; 
age oe Aut Re di sath ae aan ea peas a oe ete aS : 2s RT aaa ales a alate a Wasa BES i SO ge TE ae ge een eee Peary a eae 
am ares ee 9 Sper, Pines egy a5 ee te Be Stet pe es a ee eS ia ae , 7 Fes a pee eee ae 7 ge: > hs; ii ‘aig Es ee PO ie eA - 
ee peas a is : ; = wap ee oe ee esa eee A, naa. ot arene eee oe ioe Bees by ae rae ener eet 1S: os Peary ay tie a Se iio jaat eg 2 ease ee z i pa eh Geer ee 
eae ers a J pater arta co een SP hc Se ug ae re hes ee ee Oe We wits Cath es lie tr aerate Le. regs cas ee ates ee ie Series 4 i ek a8 : Sas 
pha elec Mae re digelees oe es toe a ¢ fa Rare ae ae ee ear mae eee e USE Ro pictree ree) Se true cea : z An : - ne sn ele Ee hen 
ee eer Mi dee deers Pe Seg ee cree. _ Shae 3 i he enw a ia aes Pe ae ete oeera so, i ne ae age RE Se Da Sh i eg! ee eee LT isi cate) Mies ae Hh sates po fins 
a és Ae ake, Listers br Lie ce iearais i ae kok ha a el ama aa! ie sont oa Oe Tg: ja), es cae Nig gt Seale aoe aS eee, gest wie 2 ae hai Stee eae aaa alee a eters PAS 
. ey Egat ne Pe sume Ae ee Can sean re Pe fee Soe ENE ih ce Rear at ee Sn ee on ra Oe ee | Heme ee ee q ‘ Pet: i Tee ae tee tl Py Raga mA ces Fete SE aes roa bs Lari layed ena et eter, ey as otic Mi maid) 5%, 
oe : Saree ee eh Ne sai aaa i as SS enna nein Ra es ae eee MINE ee TT eC eral ee eee oes Ce PAeh banat cee oR G es Te gee ee sep ine a a ae ey 
: ee Ne eae ee one vee hcg a roast Ieee a ee ee ee pe ar See eS, ei eee) a oe a lie eek gly a ice ee ee: Oe aaa a pee ee mi 
, ss Chee RRR oR ee 2 6 Si ee malian Sg skye eding Sabai keel seam aee sak Bares. :; re : : a me he Nee Seg 
, ie een is au hee ae eee 2 ee a eee oy bey wi & eae ki 
: : 2 1c SIE Re Pen Te i Se eee nbs tak Sela Ahi Oe ure — : 
eats eons acs = : ; ; at See a ee Feet ae 
if », a ee Re Te an aes eas 


W. H. ALBERS WAYNE E. BROWN 
Albers Super Markets, Big Bear Stores 
Incorporated Company 


LEONARD MILGRAM MORRIS MILLER 
Milgram Food Stores, Miller's Super 
Incorporated Markets 


PAUL J. CIFRINO 
Supreme Markets, 
Incorporated 


A. J. MOLASKY 
Food Center of 
St. Louis, Inc. 


GEORGE L. CLEMENTS SAM COOKE 
Jewel Food Stores Penn Fruit Company 


JOSEPH P. MOTT 
General Wholesale 
Grocery Company 


T. LLOYD NEESE 
Jitney Jungle, Inc. 


0. H. DELCHAMPS 
Delchamps, Inc. 


NORRIS D. PLUMB 
Plumb’s Super 
Markets, Inc. 


RAY E. DILLON 
J. S. Dillon & Sons 
Stores Company 


NORMAN S. RABB 
Stop & Shop, Inc. 


Officers and Directors (shown above) 


of Super Market Institute 


who will sell Better Living Magazine 


ROY WITT FRED E. ZEUCH 
Witt’s Market House, Century Food 
Incorporated Markets Company 


List of S. M. |. members (as of November 15, 1950) who will distribute Better Living Magazine 


A-1 Super Markets 

A & S Food Stores 
Ackerman’s Food Superettes 
Akmans Super Market 
Albany Public Market, Inc. 
Albers Super Markets, Inc. 
Albert’s Super Markets, Inc. 
Fred W. Albrecht Groce. Co. 
Alpha Beta Food Markets, Inc. 
Al’s Food Mart 

American Super Markets 
Barber's Super Markets, inc. 
Bargain Corner 

Barletta Grocery Co. 

Barney Baron & Sons 

Baukus Super Market 

Beit Brothers Super Markets 
Bellman Markets, Inc. 
Benner Tea Company 

Berk’s Market Spot 
Bettendorf’s Hampton Village Mkts. 
Big Bear Markets, Inc. 

Big Bear Stores Company 
Big Bear Super Markets, Inc. 
Big Chain Stores, Inc. 

Big “*T”’ Super Market 

Big “Y” Super Market 
Bildner-Big Ben Corp. 
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Blakemore Brothers Groc. Co. 
Bonham’s 

Boone Super Valu 
Brockton Public Market 
Percy A. Brown & Co. 
Buckingham Super Markets 
Budwey'’s Super Markets 
Buehler’s Inc. 

Buehler’s Super Market 
Butz Super Market 
Cabarrus Food Centre 
Campbell’s Super Market 


Canal-Villere Food Stores, Inc. 


Capitol Stores, Ine. 
Carlisle Food Market 
Carles Markets, inc. 
Cashway Super Markets, Inc. 
Castor’s Super Market 
Central Grocers, Inc. 
Central Markets, Inc. 
Century Food Markets 
Champagne’s Super Market 
City Market 
Clarksdale Food Stores 
(The Penny-Savr Store) 
Clark’s Food Markets 
Cliff Food Stores 
Cole’s Markets 


Colodny’s Public Market 
Community Cash Stores 
Commonwealth Grocery Co. 
Community Super Markets 
Conkey’s Super Market 
Cook's Market 

Coop. P&C Family Foods, Inc. 
Coral Hills Super Market 
Crestwood Shops 

Crystal Super Mkt. 

Cut Price Super Markets 
Cut-Rate Super Markets, Inc. 
Daniel’s Super Market, Inc. 
Dan's Super Mkts. 

Davidson Bros., Inc. 
Delchamps, Inc. 

Denstaedt’s Quick Service Grocery 
Deyo’s Super Market 

Dibble Grocery Company 

J. S. Dillon & Sons Stores Co. 
Droege’s Super Market 
Duster’s Super Market 

Ben Duthlor Super Market 
Eagle Super Markets, Inc. 
Henry J. Eavey Inc. 
Eberhards Foods, Inc. 

Echols Grocery Co. 

Eddie's Super Markets, Inc. 


Edens Food Stores, Inc. 

Elm Farm Foods Co. 

Emmet Supermarkets, Inc. 

T. O. Endicott & Son 

The Evans Grocery Co. 
Fairfax Super Market 

Falley’s Markets 

G. & R. Feldpausch Co. 
Fike’s Finer Foods 

Fine’s Super Stores 

Fisher's Super Market 

Food Center of St. Louis, Inc. 
Food City 

Food Saver, Inc. 

Foodland Super Markets, Inc. 
Foodtown 

Foodtown Super Markets, Inc. 
R. E. Foy & Sons, inc. 
Fraley’s Food Stores 

Franklin Food Stores 
Franklin Super Markets, Inc. 
Furr’s, Ine. 

G & H Markets, Inc. 

Galyan’s Super Market, Inc. 
Gamble-Skogmo, Inc. 
Geifman’s Food Stores 
Geifman'’s Super Markets 


General Wholesale Grocery Co. 
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HENRY J. EAVEY CLAUDE W. EDWARDS ROY FURR 


Henry J. Eavey, Inc. Alpha Beta Food 
arkets, Inc. 


SIDNEY R. RABB 
Stop & Shop, Inc. Market Basket 


NEAL D. RAMSEY 


Furr’s Super Markets, 
Incorporated 


HARRY SCHEAR 
The Liberal Market, 
Incorporated 


S. N. GOLDMAN HARRY KLEIN 


: IRVING KRAMLICH JAC LEHRMAN 
Standard-Humpty Klein Super Markets, Krambo Food Stores, Giant Food Shopping 


Dumpty Super Mkts. Incorporated Incorporated Center, Inc. 


SAM STEINBERG SHERWOOD SWAN _— HERBERT TENENBOM JOE WEINGARTEN 
Steinberg’s Wholesale Sherwood Swan Tenenbom’s Super J. Weingarten, Inc. 


Groceterias, Ltd. & Co., Ltd. Market, Inc. 


List of S. M. |. members (as of November 15, 1950) who will distribute Better Living Magazine 


Gene's Super Market 

Gerbes Super Markets, Inc. 

Gershow’s Super Markets 

Giant Food Shopping Center, Inc, 

Giant Super Markets, Inc. 

Cill Brothers Food Market, Inc. 

Ginther’s Super Market 

Gold’s Food Basket 

Gelden Dawn Food Store 

Goldstein & Iseman, Inc. 

Good Deal Super Market 

Great Eastern Stores 

Great Northern Grocery Co. 

Wm. Green & Sons Groc. Inc. 

Growers Outlet, Inc 

Gruber’s Food Markets, Inc. 

Haines Super Market 

Handy Andy Community Stores, Inc. 

Hannaford Bros. Co. 

Harry's Food Store, Inc. 

Hearn Brothers Super Markets, Inc. 

Heinen’s, Inc. 

Hepler’s Super Market 

Hillman’s 

Hinky-Dinky Stores Co. 

Hirsch Bros. Co. 

Hollick & Carlson 

Holt’s Food Stores 

lome Dairy Co. 

Hoosier Markets, Inc. 

Hudman’s, Ine. 

Immerman Super Food Markets 

Independent Food Stores, Inc. 

Jacksonville Meat Co. 

Jahn’s Super Marts 

Jantzi Food Market 

Jefferson Grocery Co. 

‘ewel Food Stores 

itney Jungle, Inc. 

Jitney Jungle Super Markets 

Joannes Super Savings Food Stores 

Johnny's Super Market 

Johnson's Super Markets 

Johnston Super Markets, Inc. 
plan & Weiner 

Kay Food, Inc. 

Ketner’s, Inc. 

King Cole Markets, Inc. 

King Kullen Grocery Co. 

King’s Market 

Kings Super Food Markets 

Klein Super Market, Inc. 


Krambo Food Stores, Inc. 
Lewiston Sanitary Market 
The Liberal Market, Inc. 
Lincoln Market, Inc. 

The Little Stores 

Logan’s Super Markets, Inc. 


London Terrace Food Stor+s, Inc. 


Lower Main Super Markets 
Lucky Food Mkt., Ine. 
Lucky Stores, Inc. 

Lynn Food Markets, Inc. 
““M”’ System Food Stores 
Mac’s Markets, Inc. 
Mark’s Market & Locker 
Mark’s Market, Inc. 

The Market Basket Corp. 
Market Basket 

Marsh Super Markets, Inc. 
Master Super Market 
Mayfair Markets 

McCartt Super Markets 
McKinley Super Market 
Meeske's 

Meijer’s Super Markets, Inc. 
Merrigan Super Markets 
Mersman’s Super Market 
J. C. Messick & Sons, Inc. 
Metzger’s Super Market, Inc. 
Fred Meyer, Inc. 
Mid-Island Markets 
Milgram Food Stores, Inc. 
Miller’s Super Markets 
Milner Stores Co., Inc. 
Minimax Stores 

Frankie Mitsch’s Corner Store 
Modern Village Store, Inc. 
A. Moll Grocer Co. 

Neff’s Super Market 

New England Food Fair 

L. Newman Co., Inc. 
Nielsen’s Market 

O. K. Grocery Co. Inc. 
O’Hara’s Loop Market 
Ohio Giant Food Market 
Oleson’s Super Market 
Oliver’s Super Market 
Oppen’s Markets 
Ormesher’s Ine. 

Pangle’s Master Market 
Pantry Super Markets 
Pauli’s Super Food Mart 
Pay-“*N"’-Save Super Market 


Pay'n Takit One Stop Shop 
Penn Fruit Co, 

Penn Traffic Co. 

Peoples Food Markets 

The Perry Markets 

Pessin Grocery Company 

P. G. Super Markets 

Philips Dept. Store 
Pick-N-Pay Super Markets, Inc. 
Piggly Wiggly Great Lakes, Inc. 
Piggly Wiggly Midwest Co. 
Pinehurst Grocery Inc. 
Pittsburgh Mercantile Co. 
Plumb’s Super Markets, Inc. 
Polly’s Food Service, Inc. 

H. C. Prange Co. 

Prinster Bros. 

Progressive Stores, Inc. 
Providence Public Market Co. 
Publix Super Markets, Inc. 
Purity Food Stores, Inc. 
Quality Food Market:, Inc. 
Quality Foods, Inc. 

Quincy Foods, Inc. 

Ramey's Super Market 

Fred P. Rapp, Inc. 

Reid’s Better Food Stores 
Richard's Lido Market 
Richey’s, Inc. 

Rite-Way Super Market 
Riverside Market 
Rodenberg’s 

Rogers Markets, Inc. 

Rudy’s IGA 

Rushing’s Inc. 

Sage’s Complete Markets 
Saratoga Super Market 
Schenberg’s 20th Century Supers 
Scottish Chief, Inc. 

Shaffer's Markets 

Shaul’s Super Market 
Sherwood Swan & Co., Ltd. 
Shirlington Super Market, Inc. 
Shopwell Foods, Inc. 

William Shore, Inc. 

Siegel’s Super Market, Inc. 
Simpson's Super Stores 
Smiling Food Market 

Smith’s Complete Markets 
George F. Smith's Market Baskets, Inc. 
H. A. Smith Markets, Inc. 
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South Public & Helpy Selfy Markets 
Square Deal Market Co., Ine. 
Standard-Humpty Dumpty Super M’.ts. 
Star Market Co. 

Star Markets, Inc. 

Star Super Markets 

State Super Market, Inc. 
Steinberg’s Wholesale Groceterias, Lid. 
St *s Complete Food Marts Inc. 
Stevens Market #1, Inc. 

Stop ““N” Shop 

Stop & Shop, Inc. 

Stop N Shop Food Market 
Sunshine Food Markets 
Supreme Markets, Inc. 
Supreme Sunrise Food Exch. Inc. 
Sure-Save, Inc. 

Tanner-Brice Co. 

Tenenbom’s Super Markets, Inc. 
Thomson Food Markets 

Tip Top Grocery Co. 

Trading Port, Inc. 

Trott Super Markets, Inc. 
Trowbridge Super Market 
Twentieth Century Market 
United Markets, Inc. 

United Public Markets, Inc. 
Universal Food Markets, Inc. 
Van’s Food Dept. Stores, Inc. 
Verscharen’s Food Centers 
Vie’s Market 

Vogel's, Inc. 

Walter's Food Shop 

Warehouse Market, Inc. 
Webber's Super Market 

Weber's Super Market 

Wegman Food Market, Inc. 

J. Weingarten, Inc. 

Weis Pure Food Stores, Inc. 
Wesselman’s 

Weybosset Pure Food Markets 
Whiteman’s Super Market 
Whiteway Food Stores 
Wieboldt Stores, Inc. 

W. W. Wilt, Inc. 

Witt’s Market House, Inc. 
Womack’s Superette 

Woodward Stores Limited 
Wuest Food Stores 

Wyatt Food Stores 
Zimmerman’s Twelve Mile Sto 
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BETTER LIVING—sponsored by the Super Lewis ‘ 
Market Institute, backed by the McCall Corpo- 
ration with an editorial staff of the highest a Intl 
; a “ at Colt 
caliber and standard of similar stature—will were: 
penetrate deeply into the interests of the readers Colg 
who buy it, instill pride in those who sell it... | which 
and move the products of those who advertise . pg Sy 
in it, thereby becoming the prime medium for Esty & 
the movement of nationally branded merchan- daily 3! 
dise through the super markets of the United | oe 


sor “N 
States and Canada. Hollen! 


Fast Facts about a mene 6 
my star on 

BETTER LIVING e ona 

First issue, May, 1951 (on sale Thursday, $s “The B 


: a This te 
April 26th) ay, circus ti 


Distributed exclusively through mem- Biss adelphi 
bers of the Super Market Institute. oa 
ree a Gibs 
Editorial leadership: Christine Hol- Ss lace-Li: 
brook, Editor-in-Chief; Esther Kimmel, = ute TV 
Food & Equipment Editor; Hildegarde x son sta 
Fillmore, Fashion & Beauty Editor; a: EST. 

Tracy Samuels, Managing Editor. a In ac 


3 work | 
Responsible management: Edward W. * of four 


Miller, President & Publisher; John E. a sored o 
Smith, Executive Vice-President; Roy ah ¢ vision, | 
Wright, Vice-President and Advertising fe & Son) 
Director; Donald Kerr, Vice-President a introdu 
& Director of Trade Relations; Kenneth ie Similar 
Telfer, Eastern Manager; O. R. Whit- og discuss 
aker, Western Manager. ‘ 5 3 Me meena 
Physical appearance: Printed letterpress mf paigns. 
throughout on 43 lb. machine-coated L, Repe 


; ‘ Chevro 
stock, 429 line page size. bell-Ew 


Lad telecast 
up on 

i corresp 
mem New Yc 
_ gram, Vv 
intervie 
“men o 
througt 
Murrov 


ysines “. 
siness ifs) LIVING 


230 Park Ave., New York 7, N. ¥., MUrray Hill 6-4600 
919 N. Michigan Ave., Chicago 11, Ill., DElaware 7-2357 

Blanchard-Nichols inc., 2020 Russ Building, San Francisco 4, Calif. ; 
Blanchard-Nichols Inc., 633 S. Westmoreland Ave., Los Angeles 5 Calif. *y 
MASS. MARKET PUBLICATIONS, INC. 
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Advertising Age, December 18, 1950 


CBS Adds Rash 
of Accounts in 
Week; Some Lost 


New YorK, Dec. 14—This has 
been an active week at Columbia 
Broadcasting System, which picked 
up an impressive amount of new 
business while losing some old. 

Bymart Inc. will take over the 
Saturday 11:30 a.m. to 12 noon, 
EST, spot for a dramatic show 
starting Jan. 20. This represents 
another advertising expansion for 
the new company, which is mak- 
ing heavy use of radio and TV to 
publicize Tintair. Cecil & Presbrey 
is the agency. The time was made 
available by the cancelation of 
“Junior Miss,” effective Dec. 30, 
by Lever Bros. The latter show was 
handled by J. Walter Thompson 
Co. 

Also in the radio cancelation 
column: 

“Nona from Nowhere,” daily 
soaper dropped by B. T. Babbitt 
Inc. after Jan. 5. William H. Wein- 
traub & Co. takes over the account 
from Duane Jones & Co. as of 
Jan. 1. 

Ed Murrow’s newscast, to be dis- 
continued on 29 stations by Procter 
& Gamble Co. after Dec. 29. Ben- 
ton & Bowles is the agency. 

Arnold Bakeries Co. (Benton & 
Bowles) will drop the Robert Q. 
Lewis telecast after Jan. 7. 


a In the new business department 
at Columbia, along with Bymart, 
were: 

Colgate-Palmolive-Peet Co., 


| which will expand the AM net- 


work for “Strike It Rich” from 38 
to 180 stations in January. William 
Esty & Co. is the agency for this 


| daily 30-minute giveaway. 


Norwich Pharmacal Co., to spon- 


' sor “News in Review,” with Don 


Hollenbeck, Sundays, at 11:15 


| p.m., EST, starting Jan. 14 over 


CBS-TV. Time was bought through 
Benton & Bowles. 

Oldsmobile Division, General 
Motors Corp., via D. P. Brother & 
Co., which has signed for the Sat- 
urday 7-7:30 p. m., EST, time seg- 


| ment over CBS-TV starting Jan. 


27. Comedian Sam Levenson will 
star on the program. 

National Dairy Products Corp. 
(N. W. Ayer & Son) will sponsor 
“The Big Top” beginning Jan. 27. 
This telecast features outstanding 
circus talent and originates in Phil- 
adelphia. 


a Gibson Refrigerator Co. (Wal- 
lace-Lindeman) will air a 15-min- 
ute TV show featuring Laura Gib- 
son starting Jan. 20 at 7:30 p.m., 
EST. 

In addition, the CBS radio net- 
work has sold a special package 
of four sustainers, each to be spon- 
sored one time, to Plymouth Di- 
vision, Chrysler Corp. (N. W. Ayer 
& Son), as a part of the drive to 
introduce the 1951 Plymouths. 
Similar package deals are being 
discussed with Pontiac Motor Di- 
vision and Ford Motor Co. to sup- 
plement their new models cam- 
paigns. 

Repeating last year’s technique, 
Chevrolet dealers, through Camp- 
bell-Ewald Co., will broadcast and 
telecast a special reporters round- 
up on Jan. 1. Columbia’s foreign 
correspondents will be flown to 


New York to participate in the pro- | 


gram, which will feature recorded | 
| will present news of the day in | 


interviews with top statesmen and 
“men on the street” from countries 
throughout the world. Edward R. 
Murrow will serve as chairman. 


® CBS-TV is trying to clear time 
with its affiliates for a film pres- 
entation of highlights of the Or- 
ange, Rose and Sugar Bowl foot- 
ball games to be sponsored by Gil- 


lette Safety Razor Co. on Jan. 2: 


or 3. All three New Year’s Day 
games are played in TV cities, but 
are not within reach of the live 
network. Each will be televised 
locally by Gillette, with the Rose 
Bowl going to a three-station hook- 
up. Columbia carries the broadcast 
of the Orange and Rose Bowls for 
Gillette, while ABC broadcasts 
the Sugar Bowl. Maxon Inc. serv- 
ices this account. 


National Business 
Publications Inc. 
Adds Eight Members 


WASHINGTON, Dec. 12—National 
Business Publications Inc. re- 
ported today that Industrial Equip- 
ment News, New York, has rein- 
stated its membership. In addition, 
NBP announced seven other new 
members: 

Machine & Tool Blue Book and 
Wood Working Digest, Hitchcock 
Publishing Co., Wheaton, III; 
Contractors and Engineers Month- 
ly, Buttenheim-Dix Publishing Co., 
New York; New England Elec- 
trical News and New England Ap- 
pliance & Radio News, New Eng- 
land Publications Inc., Boston; Bu- 
tane-Propane News, Jenkins Pub- 
lications, Los Angeles, and Hard- 
ware World, Chilton Co., Phila- 
delphia. Industrial Equipment 
News is published by Thomas Pub- 
lishing Co. 


Doubleday Promotes Sargent, 
Preyer and Stoddard 


John Sargent, formerly adver- 
tising manager of Doubleday & Co., 
New York, has been appointed to 
a new position in the subsidiary 
rights department of the company, 
where he will be in charge of 
Doubleday’s expanding program 
in the sale of rights to newspapers, 
magazines and television. He re- 
places William Berger, who has 
been called back to active duty 
in the Navy. 

As a result of Sargent’s promo- 
tion, Doubleday has made two 
other changes in its ad depart- 
ment. Robert D. Preyer, former 
advertising and sales promotion 
manager for Garden City Books, 
has been named advertising man- 
ager for Doubleday and Garden 
City. He is being replaced by Ed- 
ward G. Stoddard, formerly in the 
sales promotion department of the 
Literary Guild. Horace Coward 
continues as sales promotion man- 
ager for Doubleday. 


Seattle Adclub Elects 


The Advertising and Sales Club 
of Seattle has elected Roger Rice, 
Station KING, as president for 
1951. Others elected are: James 
Abbott, Craftsman Press, 1st vice- 
president; B. Peter Lyman, Fred- 
erick Baker & Associates, 2nd vice- 
president, and Jack Hollenbeck, 
Colotyle Corp., treasurer. Mrs. 
Thelda McRae has been elected 
secretary on a fulltime basis. 


Humason Elected Director 


Lawrence C. Humason, president 
of Humason Mfg. Co., Forestville, 
Conn., has been elected a director 
of Wilson, Haight & Welch, Hart- 
ford and New York agency. R. 
Channing Barlow has been elected 
a vice-president, Katherine Shee- 
han has been named assistant pro- 
duction manager and Eleanor O’- 
Brien has been appointed media 
supervisor. 


Sign News Series on KNBC 


Distributors of Donald Duck 
frozen orange juice are sponsoring 
“World News, Junior Edition,” 
over KNBC, San Francisco, Tues- 
days and Thursdays, 4:45-5 p.m. 
The program is directed toward | 
junior high school students, and | 


language familiar to young people. 


Anderson Joins Roll Agency 


Harold Roll Agency, Omaha, has | 
changed its name to Arderson & 
Roll, with the addition of John V. 
Anderson, Mr. Anderson was for- 
merly classified advertising man- 
ager of the Citizen, Columbus, O., | 
and later opened Station WCOM, 
Parkersburg, W. Va. | 
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INDOOR SPECTACULAR—This display for Franklin Savings Bank is recessed into 

the wall and has an electrically operated revolving medallion. It is one of 31 placed 

through Transportation Displays Inc., exclusive advertising representative, in the 

new Port Authority bus terminal in New York. Standing below are Robert Croot and 

Frances Eastland, of Samuel Croot Co., and John H. Roach, ad manager of Franklin 
Savings Bank. 


N. Y. Port Bus Terminal Opens, Exhibiting 
31 Built-in Ad Displays; Many Types Used 


NEw York, Dec. 12—Indoor 
spectaculars comprise an import- 
tant source of non-operating rev- 
enue at the Port Authority Bus 
Terminal which opened here this 
week. 

Transportation Displays Inc., ex- 
clusive representative for adver- 
tising facilities in the terminal, has 
31 displays by 30 advertisers 
(Wrigley’s has two) which will 
bring an annual gross income of 
$85,000 to the company. 

“These displays are unique in 
that they are the very first in 
history to have been planned as an 
integral part of a new public 
building,” according to F. LeMoyne 
Page, president of Transportation 
Displays. 


w Recessed into the walls of the 
$25,000,000 terminal—which is 
completely air-conditioned, four 
stories high and a square block 
in area—the displays, framed with 
brush aluminum, offer opportuni- 
ties for many interesting effects 
and the development of new 
methods of portraying an dadver- 
tiser’s message, Mr. Page said. 
Each display is 5x3%’ with 


depth varying from 1’ to 5’. Con- 
tracts are for a 12-month period 
with rates at $190, $235 or $270 
per month, depending on the lo- 
cation of the display. Cost covers 
space, lighting and power. An es- 
timated 250,000 travelers will use 
the terminal daily. 

There is no neon advertising in 
the terminal. Present displays em- 
ploy various techniques, although 
three-plane cut-outs are used most 
frequently. Dioramas, coloramas, 
hand-colored transparencies and 
three-dimensionals are among the 
other types utilized. 


Yardley Signs Tex and Jinx 


Yardley of London Inc., New 
York, beauty preparations manu- 
facturer, has signed to sponsor the 
Friday night segment of the “Tex 
and Jinx” show telecast five 
nights a week over WNBT, New 
York, 6:30-6:55 p.m., beginning 
Jan. 5. N. W. Ayer & Son, New 
York, is the agency. 


Lithographer Moves 

Paul Foss Printing & Lithog- 
raphy Inc. has moved from 700 S 
Fourth St. to 718 N. Washington 
St., Minneapolis. 


HARSHE | 


campaigns for brand-name : 


goods, services and 
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BY FAR | 


SOUTH CAROLINA'S 


| METROPOLITAN 
COUNTY AREA 


In POPULATION' 


GREENVILLE ........166,855 
Richland (Columbia). . 141,883 
Charleston ........ . 159,838 


In RETAIL SALES? 


GREENVILLE. . . .$134,335,000 
Richland 

(Columbia) . .$117,909,000 
Charleston .$114,242,000 


in EMPLOYMENT? 


GREENVILLE ......... 45,342 
Richlahd (Columbia) . . 24,254 
eT ee 22,643 


In AUTOS & TRUCKS4 


GREENVILLE ......... 45,091 
Richland (Columbia) . .35,437 
eee ere ry 29,467 


1—1950 preliminary U. S. Census 
2—Sales Management Nov. 10, 1950 
3—S. C. Emp. Sec. Comm. 1949 
4—S. C. Highway Dept. 1950 
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Cuicaco, Dec. 12—If all-out con- 
trols on the production of electron- 
ic equipment for consumer use 
were instituted this week, there 
would be a black market in TV 
sets by March, according to execu- 
tives of Allen B. DuMont Labora- 
tories. 

Ernest A. Marx and Walter A. 
Stickel, general manager and na- 
tional sales manager, respectively, 
of the company’s receiver sales 
division, predicted at a meeting 
here today that television soon will 
feel the effects of an economy of 
scarcity. 

The most critical metals at the 
present time, Mr. Stickel declared, 
are cobalt, nickel, copper, stainless 
steel, and aluminum and steel, in 
that order. Large cathode tubes 
are scarce, he added. 


ws Despite current component 
shortages, he indicated that Du- 
Mont has hopes of hitting from 
75% to 85% of its anticipated $65,- 
000,000 1951 sales volume—about 
double the 1949 sales. 

In general, TV receivers next 
year probably will not be much 
different than current models, ex- 
cept for modifications necessitated 
by shortages of components, he 
said. However, DuMont will have 
a 17” table model retailing at $290 
—the lowest price set ever mar- 
keted by the company. 

A new DuMont Westminster 
series, containing AM, FM, phono- 
graph, TV and tape recorder, will 
be priced at about $1,750—almost 
$750 less than a similar deluxe in- 
strument marketed about three 
years ago. A 30” console also has 
been added to the line. 


= Because of uncertainties in the 
international situation, DuMont’s 
advertising plans for next year 
have not been completed. It is 
probable, however, that the com- 
pany will spend about the same 
amount next year—both in fac- 
tory-paid and co-op ads—as was 
spent this year (about $4,000,000). 

However, if DuMont increases 
its defense production, product ads 
probably will be replaced by in- 
stitutional copy or ads plugging the 
receiver service angle in the same 
proportion. 

The company is concentrating its 
budget in network TV, magazines, 
newspapers and radio. While there 
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All-Out War Production Could Bring TV 
Black Market by March, Say DuMont Execs 


are no plans at present to shift the 
emphasis among the various media, 
a period of shortages is expected 
to boost the dollar volume of mag- 
azine promotion. Conversely, a 
period in which hard selling is re- 
quired would mean _ increased 
newspaper expenditures. 


s Unlike TV manufacturers whose 
brand names are nationally known 
through other consumer appli- 
ances, DuMont has specialized in 
electronic equipment. As a result, 
company officials feel that it must 
make consumers in potential tele- 
vision markets aware of its brand 
name—hence the emphasis on 
magazine advertising. 

In the past year, DuMont has in- 
creased the number of its distrib- 
utors from nine to 34. In the same 
period, however, it has reduced the 
number of retailers from about 
3,000 to 2,000, retaining “prestige” 
accounts and the better appliance 


merchandisers, it was said. 

The trend in video retailing, ac- 
cording to Mr. Stickel, is toward 
the dealer who handles perhaps 
two or three lines. If the interna- 
tional crisis had not intervened, 
this trend would be much more 
apparent than it is today, he added. 


ws He said that consumers can con- 
sider themselves lucky if the TV 
industry is able to produce half of 
the 1950 production (about 6,000,- 
000 receivers) next year. 

Most television manufacturers 
now have very little inventory, he 


continued, but distributors—Du- | P 


Mont’s, at least—have fairly good 
inventories and retailers in gener- 
al also are in fair condition. 


Plans ‘Orbit’ Magazine 


Downey Publishing Co., 40 Irv- 
ing St., Montclair, N. J., has an- 
nounced the publication of Orbit, 
a new magazine for Negro women, 
beginning with the March, 1951, 
issue. The magazine plans to pub- 
lish fiction, articles‘ and depart- 
mental material of interest to the 
Negro women of America. 
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‘Timberman’ Changes Elects William Benjes V. P. 
Chicago Representative William D. Benjes, president of 
Appointment of a fulltime rep-| London Character oes Corp., 
resentative for Timberman and| New York, subsidiary of Common. } 
Western Building, Portland, Ore.,| Wealth Shoe & Leather Co., Whit- 
for the midwestern territory, with|™an, Mass., manufacturer of Bos- 
headquarters in Chicago, will be | tonian shoes, has been elected vice. | 
announced in January, following | President in charge of sales and aq |e Stati 
the termination of the publications’ | member of the board of directors {he lat 
representative arrangement with | of Commonwealth. AM s 
L. B. Hammond, Chicago, Dec. 1. have d 
To Brisacher, Wheeler ing by 
WGAR, Cleveland, Ups Rates . peda S _ Comp. 5a Angeles radio } 
Station WGAR, Cleveland, has| 2#S,@ppointed Brisacher, Wheeler [tation 
announced a 20% rate increase | © Staff, Los Angeles, to direct na~ foampai 
for the period from 9 a.m. to 6|{i0nal promotion of its new no [oaqios 
; a. and a 50% rise for the per- buckle Bri-Son belt for men and range Z 
iods from ! to 9 ye and 11:15} Women. The 
p.m. to midnight. Current adver- 
tisers will have one year protection Progressive Names Griffith et Be 
under old rates, provided broad-| Progressive Broadcasting Sys. [f°"'@8 
casting is consecutive. tem, Los Angeles, has nameq #aundr; 
nea mye as director of sta- ours 1 
’ , tion relations and national sales frages.! 
Buys ‘Western Display for the western division. ions, s 
Pte ps Display, Los ae xtra ¢ 
official organ of Western Display 
Assn., organization for promoting Klingensmith Opens Branch ure. Al 
better visual merchandising, has H. M. Klingensmith Co., Can. Jequal k 
been purchased by Elizabeth G.| ton, O., agency, has opened a 
Hearn, Los Angeles, who will be| branch office in Jamestown, N. Y., Je Fore 
editor and publisher of the month-| with James Tschappat as execu- fin its | 
ly. tive manager. regular 
oa 
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‘Tall,dark 


In the Belgian Congo . . . two hundred 
miles or so below the equator, are found 
the world’s tallest men—most of them —_ 
seven feet, many topping eight. Thewomen, 
curiously enough, are of normal height. 

The tall Watussi, fine featured wit 
long aquiline noses, are a kingly tribe o 
ancient aristocrats, believed to be survivor 
of the Pharaohs. Three thousand years ago 
they drifted out of Egypt, to Abyssinia, 
Some three hundred years ago they turned 
South to Ruanda. It was not until 1894 that 
the first European explorer saw them. 

Their wealth is in herds of magnificen 
cattle with marbled horns, often spannin 
fourteen feet. . . living replicas of the sacr 
cattle on the ancient Egyptian bas-reliefs 

Their diet is largely milk, vegetables 
lamb, veal, cattle blood, and banana beer 

Their recreation is dancing, and hig! 
jumping . . . clearing 8 feet 5 inches, a fc 
above the Olympic records. 


, some 7 5,000W atussi rule ov 
3 million ordinary size Bahutus. Not fi 
away are found the pygmy Batwa. In th 
natives of a single continent, segregati 
climate and environment are responsib 
for wide variations. 

Onourowncontinent, environment 
climate cause great variations in farm 
types... through sub-marginals, medi 
ordinaries, and high producers. The farm 


bay ea a Mea 


sa. 
ta 
a | ' * ae yp hg") N\\ | 
eg " 7 UM] a 
F ; . i A 1 2" d =e ao ~~ be " i) ; Va ml " 
: ae ae 4 ‘ bh t. SMa i! 
i: re lll | 
fo, s M ‘ iit, | 1 " “7/1 ¢! 
a 4 : ¢) 4. vi ad /, bal Ay) . (i {SEND AY hy 
\ ee. ‘ . _— ; rf q i ‘ / f /y Ms Uf, ip ‘ aD y \ | 
; ied ji , cA Wg fh y WWE sh a | 
i. , my De ap =m doll SO 4 | 
4 . a A | % Nan welt] sleet tal Ars \ | 
. — g fi ! a, Seat hatha aheenoent TRS ls. \ AN ay 
“Z SS + | we = et a A \\ 
~. j ‘7 te 4h k* arr ee ae NY 
se - . oo \ wt “ap | . : 
ae { =~ ; 4 f a Bi NN \; i feet ae in —w N { 
: , a A aE) "BR a - Pes 
BE 8 <a P ' ie h Estes —_ foo! . = ar ee, 
et : ‘eas AN ‘ é : OS 2 anes 
ms Fo es , Ng & % ‘i Ses ead ~ } 
a t AN % g ae: > oe tm me or. - 
f j ree + oa “ZZ ae . 7), ; 
cs. |. ‘a : ‘ 
: 4 ; 4 rs. ’ » : ’ j j 
SS x a " +4 ’ “os . ‘ 3 Vpn Y / f les ‘4 / H 
ie inch ») e6 ss | 
7 if ae ey es mo A x ; \ F 
ae a «i an si ” ~ 3 i} : bo: =" fy 
: ay: : \ & . x ogi = : uy % = wi. 4 
ae tpye iia \\Y NS [a pee 
vase i ; ‘ : ‘. Degas 
Te <p 4 : ¥ : 4 ~~ oe oy 3 
3 i : J Ee TE ‘ 4 ss 3 . ~. iii yt = j . 
aie 7 i 8 4 we . ; ? $4 
5 Ss 2 $ ; 2: s P hee { : ~~ = tad, 
. he a ie .F a oa. . , ’ i: os s ; 

—__—_———_- wie ¢ \) i 3 . t } . e N hee 
mat ma ‘ f = 2 / ® re fee: Ps d \ 
sei s cA . ; P , : 4 g 
i fo 3 a ak & P 3 ee oe es rs 

a Sie ; 3 a ee { % , . x Z 

es 2 f. ~ & * : . . aa . F ; at ae 4 4 / 
ey /  & ' a : "ae 
; . Ge cy y q e : en 4 \ 4 
as 6 Ry wf A oo ae 
ae by ; tae Tee 4 ; 
ary ps j ¥ a “aN ae as Ri a ‘ ee hs 
ie ' y yeh F Can 4 ; 4 J ae 4 c , 
tke \ t ) f ie oe ee 7 ees oe 
os RESOURCES | “8 i Vy F 6‘'S¢ <r . 
[i BANK Ki Ay i> Uf ss “oe F ot ame it 

4 , a $e, : ¥, ~ DANS a . = : ao, we 4 F a A ae 
ey oq Over im Nig bg 4 “a eee ae a +e ee ; : F 4 

.4 00,000, E a sepa fe | ar i € 
— ‘= epeee <> A ae n 
; act, a i 4 a = ccs Fs Bias yet at P EP : Ca 

; : wee oer yee Sie: ge. ed 

7 eo — 4 —_ | 
ee The JOURNAL & SENTINE, are ee cis — Ae . 4 ' 

; AS! the Only papers that cover this Tag as ot ae 2 
an yy =| rich, 9rOwing market jin th oad ee dae - 4 
mer PF] South? NO. 1 state ot” ‘ 7 Gs | Wn. 
ie é - ’ : A 
i é° a 
a 
me gt SENTINEL are 
oh ba poly mers rant 9pm 
sales * nket an portant. “Coun ee 
- : Segment of North Carolina, : Ae 
ce You CAN’T COVER NORTY ee 5 
ay : CAROLINA WITHOUT THE . a ae . 


Advertising Age, December 18, 1950 


| Along the Media Path. 


e Station WIP, Philadelphia, is 
the latest recruit to the ranks of 
AM stations whose executives 


radio receivers. On Dec. 7, the 
station launched a sustaining spot 
campaign urging listeners to give 
radios in the $14 to $25 price 
{range as Christmas presents. 

The drive is based on the idea 
that women spend a large per- 
entage of time in the kitchen and 
aundry and men spend countless 
ours in workshops, dens and ga- 
ages. New radio sets in these loca- 
ions, says WIP, will bring people 
xtra dividends in listening pleas- 
ure. All makes of radios are given 
equal billing. 


e Forecast for Home Economists 
in its September issue shifted its 
regular coupon service section to 


have decided to boost AM listen- | 
ing by stimulating purchases of | 


a shopping column format, adding 
about 100 words of editorial matter 
to coupons offering teaching and 
demonstration aids, such as recipe 
books, films, charts, etc. 

The addition of the editorial ma- 
terial boosted coupon returns by 
100%, according to Charles H. 
Goudiss, publisher. In the Septem- 
ber, 1949, issue, 36 coupon adver- 
tisers received 50,920 coupon re- 
quests. The same issue this year 
(with the same number of coupon 
advertisers) drew 102,358 replies. 


e@ Patriot-News Co., Harrisburg, 
Pa., publisher of the News, Patriot 
and Sunday Patriot-News, is plan- 
ning to erect a new $2,500,000 
building on Market St. near 9th 
Ave., Harrisburg, to house the 
newspaper plant. The publishing 
company also will apply for radio 
and TV licenses. 


|@ “Circulation Purity—Can an In- 
| dustrial Magazine Overdo It?” is 
| the title of a new 12-page booklet 
|}on the circulation methods em- 
| ployed by Mill & Factory. 

| The brochure describes how 
Mill & Factory uses industrial 
salesmen as “circulation represent- 
atives,” how it uses cross-check- 
ing devices to keep lists up-to-date 
and plug coverage holes, and the 
methods employed for eliminating 
non-readers. Data on costs and 
results are included to support the 
publication’s contention that its 
large investment in list mainte- 
nance is sound. 


e The Philadelphia Inquirer on 
Sunday, Dec. 3, carried 1,230 col- 
umns of advertising—the largest 
volume of advertising ever carried 
by a Philadelphia paper in a single 
day. The issue contained a total of 
216 pages. 

On the preceding day, the In- 
quirer published an “Army-Navy 
Special,” with a four-color front 
page. The “special,” a lift on the 
regular final city edition, included 


two extra pages of stories, pictures 
and the complete line-up and 
scorecard for the game. 


e The Washington Post has re- 
printed 30 of Herblock’s cartoons 
on communism in a new booklet, 
“Herblock Looks at Communism.” 
About 60,000 copies of the booklet 
now are being distributed through- 
out the world. 


e “Sustained Yield” is the title of 
a new, 36-page, two-color booklet 
issued by the Timberman. The 
booklet highlights the history of 
the lumbering industry, the com- 
ing of the tree farm movement 
and modern forestry, and the in- 
vestments in experimental work 
and educational programs by lum- 
ber interests. Information on the 
industry’s marketing and mer- 
chandising efforts also is included. 
Copies are available through the 
publication’s office in Portland, 
Ore. 


e Baby Talk celebrated its 15th 
year of publication by awarding 


and...high jumping! 


is likewise the creature of environment, 
and of circumstance, too. 

Too close to the equator, nature is too 
harsh; and too far away from it, too meager. 
Too little or too much rain reduces the 
crop productivity. And poor soil pays poor 
returns, anywhere ...God’s Country is not 
all good country for the farmers. Not even 
free seeds or subsidies help those who 
can’t produce. 

Follow the fob points of farm products, 
and you find that 70% of this country’s 
agricultural production comes from the 
great Central Valley. Here the glaciers 
ground the rocks finer, started the deepest 
topsoil deposits on the continents, gouged 
out lakes, roughed out rivers. Mountain 
ranges on both sides reject the 
sudden sea changes of weather. 
Six months sun and regular 
rainfalls, give a long growing 
season. From Canada’s border 
all the way to Oklahoma, lies 
the homogeneous heartland that 
fills most of the the US larder...and has 
enough food left over to feed a few other 
countries too. 

In the fifteen heart states are the high 
yield farmers of this country, with better 
land, better brains, better methods, better 
results ...largest investments in plant and 
equipment, highest cash incomes. Here is 
the home ground of Successrut FarMInG 


—the work manual and home guide of the 
most prosperous farmers in the world. 

In these fifteen states are segregated 
almost a million of SuccessFUL FARMING 
subscribers whose annual incomes average 
an incredible 50% or more above the US 
farm average—the greatest growing class 
market in the world today. 


T: ese SF families have had ten years 
of unprecedented prosperity, plowed back 
profits into labor-saving equipment, wired 
plants and houses...are steadily remodeling 
their homes, revising upward their living 
standards—make a mammoth market, still 
on the make. 

General media advertising at best only 
high-spots these high potential families... 
but SuccessFuL Farminc helps them tick, 
serves and sells the best farm business and 
homes, has enough of them to make it the 
major medium it is! 

You need SuccessFuL FARMING to find 
this high level of the farm market . . . to 
balance general media schedules with really 
resultful coverage! . . . If you don’t know 
the SF market and medium—you owe it to 
your advertising rae to find out! 
Ask any SF office! . 


SuccessruL Farminc, Des Moines, 
New York, Chicago, Detroit, Cleveland, 
Atlanta, San Francisco, Los Angeles. 


UCCESSFUL 


FARMING 
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bronze »laques for outstanding 
contributions to mother and infant 
welfare to the U. S. Children’s 
Bureau and its chief, Miss Katha- 
rine Lenroot; Drs. Edith B. Jack- 
son, Grover Powers and Herbert 
Thoms of the Yale University 
medical school; Drs. John C. Mont- 
gomery and James C. Moloney, co- 
founders of the Cornelian Corner 
of Detroit, and Dr. Julius Hess of 
Chicago. 


e In its 128-page Thanksgiving 
issue, the Chicago Sun-Times car- 
ried a 36-page advertising section 
placed by the L. Fish Furniture 
Co.—the largest number of pages 
ever purchased by one advertiser 
in one issue of a Chicago newspa- 
per. The Thanksgiving edition, in- 
cidentally, was the largest issue 
published by the Sun-Times this 
year. 


e Boot & Shoe Recorder has com- 
piled a list of “highlight issues for 
1951,” and includes the list with 
a promotion letter recently sent 
to advertisers and agencies. 


e@ Woman’s Day reports that its 
November, 1950, issue was up 
15.2% in linage and 15.6% in ad- 
vertising revenue, as compared 
with the same issue last year. The 
issue is the largest November is- 
sue in the magazine’s 13-year 
history. 


e “Facts on the Business Market” 
is the title of a study released by 
Nation’s Business on the relative 
importance of industrial activity 
in cities with populations of 25,- 
000 or more and in places of fewer 
than 25,000. The study is divided 
into two sections, one of which 
lists the value of all business 
transactions—exclusive of manu- 
facturing—by state. The second 
section contains data on manufac- 
turing by states. Copies are avail- 
able from the Washington office 
of Nation’s Business. 


e During 1950, American Maga- 
zine hit an alltime high in travel 
and transportation advertising, 
carrying 52 accounts as compared 
with 28 in 1949. At the present 
time, 20 of the 44 states with ad- 
vertising budgets and many for- 
eign countries .are listed among 
the magazine’s advertisers. Amer- 
ican Magazine’s travel and trans- 
portation advertising linage has 
more than doubled since 1946, and 
is up one-third from 1949. 


IN THE 


Army & Air Force 


IT’S THE 


Times.. 


Respected and READ 
by soldiers and airmen 
the world over 


Army Times & 


Air Force Times 


2-Market Coverage 
—1I Low Cost 
DOMESTIC (U. S.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 


Write for Free 34-page Market Book 
ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CHICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M Street N.W. 
PHILA.—R. W. McCarney—MA 7-0887 
PACIFIC COAST—Geo. D. Close, Inc. 


1°50 | y | _ 
. = a | 
nt of | 
‘Orp., 
non~ 4 
Le 
Os- : 
vice- a 
nda 
ctors 
eles, 
eeler | 
; Na- 
ry no 
and x 
bat * 
Sys- 
med 
sta- 
sales : 
: | -4 
Can- io 
da | 
. Y,, 
ecu- 
Se 
| 
we 
‘al 
\ ae WN ‘ ; aoa 
\ ig aa: 
3 (p\ “ih ~~ baie 
" —> c < wae 
= aa 
\ ‘nS Fw ss hg “7 ; ves i \ x rs 7 
= vA poe Wier: y Lio KY tse TH Ney, 
| mA (b/d. Ay XA th goals, (7 : ) 
Ny ma cabal YR VEN NY ita Nee 
Bes Sw Mw ot i : : 
| | "i nt ) " \ U Hy, 1 y i VA ‘ y yr en y - q <i i | / ‘; Z 
| I Ea : : ihe: = 
iW ih 24 A WA hf, A, , e iis @ A | f ~~ r ‘ i ae ~ i” 
| OCALA Ss, 4 ee PA \ iii ft iN ile me Ti 2. 
4 th Al uy) 7 I Shi ; h A, LL \ Se Bp ee 
wm aR NEN fei MPS c ee ar pies 
x ‘ QA? — , 
Se el if 
, es. 
indred = = 
found | ia 
nove \ 
omen, | J 
ight. j 4 
1 wit 
‘ibe of 3 es 
| oa \\ 
vivor — ' 
rs ago & \ \ : xs a 
ssinia =. \\ \ 
Turned LX \ \ Pe 
4 that : \ } \s 
aw | ty 
ificent ~ Woe ae a 
inning a, \ ee 
sacred : NY k rare 
eliefs KW s eee 
ables 2 NY 
beer ya , ON PSone Na 
7 : a 
\\ ad ‘ 
of i < 
ot fi 
in th ee 
ati Roy 
nsib! ees 
nt a 
arme! 
edi a; 
arme! 
7 oe Be 
o 4 ‘ 
, ‘ XUM 
pare ane : ° : ae nae 


48 


National Education Assn. Joins Fight 
Against TV Ads; Files Protest with FTC 


WASHINGTON, Dec. 12—Directors 
of the National Education Assn. 
stirred the embers of the flare- 
up over ads of the “American Tele- 
vision Dealers and Manufacturers” 
today, charging that the much-dis- 
cussed first ad in this series was 
“misleading” and “damaging to 


vertising with our 
downtoearth TV 


film prices. 


the teaching profession.” 

The association’s statement was 
filed with the Federal Trade Com- 
mission, as FTC staff members 
were studying material submitted 
by manufacturers and agencies, 
and considering what, if anything, 
to do about the matter. 

NEA contended that it was “un- 
true” for the group to advertise 
that “educators agree” regarding 
salutary effects of television. 


a The education group said: 

“1, Educators by no means agree 
that television is presently help- 
ful in the education of a child.” On 
the contrary, it contended, many 
responsible educators believe that 
television, as currently exhibited, 
is definitely harmful to the child’s 
educational development. 

“2. Educators by no means agree 
that television is presently helpful 
to a child’s morale or to a child’s 


mind.” On the contrary, the com- 
plaint said, many responsible ed- 
ucators believe that television, as 
currently exhibited, is definitely 
harmful. 

“3. No responsible, professionally 
ethical educator would agree that 
the effects of television upon a 
child’s morale or mind are com- 
parable to the effect of sunshine 
and fresh air upon the develop- 
ment of the body. In fact, the con- 
trary might be true. 

“4. The assertion that educators 
agree as to the alleged benefits re- 
flects adversely upon the teach- 
ing profession in that many in- 
formed citizens know that such al- 
leged benefits do not result from 
television. "7 
a “The result,” NEA contended, 
“can be loss of confidence in the 
nation’s school systems, which in 
turn can work an injury to chil- 


‘dren, parents and educators.” 


According to FTC sources, Ruth- 
rauff & Ryan, agency on the ac- 
count, has cooperated wholeheart- 
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edly with the commission, and has 
submitted a list of sponsoring 
firms, text of the ads, and other 
data. 


Hallicratters Names Three 


Rollie J. Sherwood, general sales 
manager of Hallicrafters Co., Chi- 
cago, has been named vice-presi- 
dent in charge of sales. A. Deb 
Gaines, formerly president of Fos- 
ter-Gaines Inc., appliance distrib- 
utor in St. Louis, has been ap- 
pointed general manager of Halli- 
crafters-Chicago, company owned 
distributing branch. Ollie J. Helm- 
er, former branch manager, will 
continue as sales manager. 


BBDO Names Pinkerton 


Van Pinkerton, formerly with 
Good Housekeeping, has joined 
Batten, Barton, Durstine & Os- 
born, Minneapolis, as merchandis- 
ing director. 


Joins Henri, Hurst 

Robert W. Ferguson, formerly 
Chicago sales representative of 
Chain Store Age, has joined Henri, 
Hurst & McDonald, Chicago. 


NO. LINES 
68,232 
63,249 


51,306 


36,223 


During 1950 THE MIRROR jumped 
from third place to FIRST in the number 


of lines of retail jewelry advertising car- 
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THE MIRROR 


THE MIRROR leads all other Los An- 
geles daily newspapers in retail jew- 
elry store wy eon, Bares. — 3rd 


uarter (including 
urce: Media Records. 


ober) 1950. 


ried by daily newspapers in this great 
retail sales market. THE MIRROR’s lin- 
age in this category alone leaped 121% 
for the 3rd quarter (including October) 
over the same period in 1949. This is just 
one more measure of the growing effec- 


VIRGIL PINKLEY, 


ADD THE MIRROR cc ssceu: 


REPRESENTED BY O’MARA & ORMSBEE, INC. * NEW YORK * CHICAGO ¢ DETROIT * SAN FRANCISCO 


NOW LEADING ALL LOS ANGELES DAILY NEWSPAPERS 


IN RETAIL JEWELRY ADVERTISING! 
tiveness of THE MIRROR to reach and 
sell a large section of the Los Angeles 
market—third largest in the U.S. Today 
THE MIRROR has a total readership of 
over 570,000. Sixty-five percent of these 
people read no other metropolitan daily. 
Add these 370,000 exclusive readers and 
you can’t miss in Los Angeles! 

EDITOR AND PUBLISHER 


Page Size by Itself 
Found to Affect Ad 
Remembrance Little 


MOontTREAL, Dec. 12—As far as 
remembrance is concerned, page 
size is not significant as a factor jp 
advertising, according to experi. 
ments conducted recently by Ed- 
ward C. Webster and T. C. Bird, 
research directors at McGill Uni- 
versity, Montreal. A report of their 
experiments has been published by 
the Canadian Psychological Jour. 
nal. 

Their conclusions are that “de- 
cision to place an advertisement in 
a large-page size or in a small- 
page size magazine should be based 
on factors other than the absolute 
dimensions of the page.” 

The experimenters used two sets 
of dummy magazines—one set the 
size of Reader’s Digest and Cor- 
onet, and the other the size of 
The Saturday Evening Post and 
Maclean’s Magazine. Each set con- 
tained 20 full-page ads _ inter- 
spersed with pages of solid read- 
ing matter. 

In the first study, 101 adults, 
selected as a cross-section of Eng- 
lish speaking residents of Mon- 
treal, were interviewed at their 
homes. Each interviewer had one 
dummy and neither interviewer 
nor subject was aware that an- 
other size was being used for the 
same purpose elsewhere. After 
studying the magazine, the re- 
spondent’s recollection of adver- 
tised products was tested. 


ws Later the results of the groups 
interviewed with small magazines 
were compared with the groups 
interviewed with large magazines. 
On mean memory scores, according 
to the study, there was an eight 
out of ten difference in the re- 
sponses in favor of the small- 
size page. 

In the second test of 44 students 
taking evening courses, tested at a 
meeting attended for purposes un- 
related to the experiment, the 
mean number of advertisements 
correctly named was again slightly 
higher for the sample which ex- 
amined the smaller dummy. 

The third study involved a group 
of 32 final year medical students 
who studied the dummies and 
identified products thrown on a 
screen. Here, in two separate parts 
of the experiment, small and large 
pages split the difference. 

The experimenters came to the 
conclusion that while in most cases 
small page size seemed to be 
favored, the differences were too 
small to be significant. 


Industrial Editors Elect 


Northern Ohio Industrial Edi- 
tors Assn., Cleveland, has elected 
John H. Page, editor of the Ohio 
Bell Telephone Co. magazine, as 
president. Other new officers are: 
Robert Conway, Fisher Bros. Co., 
vice-president; Ted Durosko, 
Cleveland Graphite Bronze Co., 
2nd vice-president; Miss Heather 
Bell, Strong, Cobb & Co., secre- 
tary, and Jennie Jacobson, Nation- 
al City Bank, treasurer. 


Anderson Promoted 


Charles E. Anderson has been 
promoted from director of research 
to director of research and adver- 
tising of Club Aluminum Products 
Co., Chicago. He assumes duties of 
Mark R. Bodell, who died Dec. 3 
(AA, Dec. 11). Mr. Anderson was 
with E. I. DuPont de Nemours’ 
finishes division before joining 
Club Aluminum in 1947 


TISEMENT omy 


| Ad Scribe’s Item 


not the 


*@ THE GLAD HAND... 

-=/ cold shoulder . . 

get from Ad Scribe when you 

ask about creative help on frac- 

tional page ads, direct mail and other 

effective low-budget sales promotion. Get 

the facts on real agency service by air- 

mail (what a saving!) from Ad Scribe, 
Box 254-D, North Canton, Ohio. 
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NEW OFFER—The cover design of United 
Fruit Co.’s new Chiquita Banana’s Recipe 
Book utilizes the index as decoration for 
the flounces of Chiquita’s skirt. Color 
photographs illustrate 29 basic recipes 
in the book, which will be offered on 
United Fruit's daytime TV recipe demon- 
stration programs. 


—_ 


asland Salesmen. 
old New Ad Plans 
Entertaining Way 


Hot SPRINGS, VA., Dec. 14—An- 
erson, Davis & Platte took note of 
he need to keep salesmen inter- 
sted when it presented the 1951 
d budget for C. H. Masland & 
ns at the Alexander Smith-Mas- 
nd sales meeting here this week. 
The floor covering manufacturer 
ill run spring and fall promotions 
ext year. House Beautiful, House 
Garden, The Bride’s Magazine 
d Bride’s Reference Book will 
carry spreads, and half-page four- 
color bleeds will run in Better 
Homes & Gardens and The Satur- 
day Evening Post. Heavy trade ads 
will run during market times and 
at varying intervals otherwise. The 
company will also have a spot ra- 
dio show, beginning next month, to 
supplement its TV schedule (AA, 
Dec. 11). 

But, to return to the sales meet- 
ing, the agency (which will merge 
into Anderson & Cairns Jan. 1; AA, 
Dec. 11) got away from the usual 
hackneyed, dull sales session by 
basing the ad format on the “At 
Home” theme, title of the client’s 
CBS-TV show. Voice impersona- 
tions of top theatrical, TV and ra- 
dio personalities made comments 
through the program about Mas- 
land’s new market offerings, about 
people in the audience, or in news 
flash form, about the various me- 
dia to be used for 1951. 


8 Color slides showed merchan- 
dise, layouts, sales kit material, 
dealer tie-ins, display suggestions, 
etc., as well as photos of individu- 
als participating in Masland sell- 
ing and promotion. 

Highlight of the program was a 
kinescope of the Masland TV 
show, which was brought to life 


WANTED: AN EX-FARMER 
WHO WRITES 
FERTILE FARM ADVERTISING 
The man this good job is seeking 
knows from experience what it means 


Fto scoop grain, fork manure, shock 


fodder, follow a team of horses, and 
ride a tractor. 

And he knows the functions and ad- 
vantages of the principal farm ma- 
chines in use today. 

This man must be a seasoned writer 
of productive farm magazine and di- 
rect mail advertising, and he must like 
to write. It would help if he were 
college trained. 

This is a key spot in one of Amer- 
ica's foremost agricultural advertising 
agency operations. Salary is complete- 
ly in keeping with the job. 

Do your experience and ability 
qualify? Then write us in detail about 
yourself, give references, supply sam- 
ples of your work. Our organization 
knows of this advertisement. 

Box 7764, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


at the finale when Earl Wrightson, 
baritone star of the show, walked 
on stage accompanied by Doretta 
Morrow, oft-time show guest. 
Masland’s 1951 campaign, ac- 
cording to the agency, will again 
place the company among the top 
ten advertisers in the home fur- 
nishings industry. . 


DOWNS EXPANDS DRIVE 

PHILADELPHIA, Dec. 14—Downs 
Carpet Co. has increased its 1951 
consumer advertising budget by 
50%, extending its coverage to 
more magazines and with addi- 
tional insertions. All consumer 
periodical pages will be in four 
colors. 

This is the largest advertising 
campaign ever undertaken by 
Downs. Fien & Schwerin, Phila- 
delphia, is the agency. 

On the schedule are House Beau- 
tiful, House & Garden, and Living 


for Young Homemakers. During 
the latter part of 1951,. Better 
Homes & Gardens will also be 
used. 

Trade publication schedules will 
be about the same in 1951. Downs’ 
theme will be a complete stock 
for every purpose in the home. Art- 
work in each ad will show at least 
four or five different patterns, in- 
stead of stress on one in each ser- 
ies as in the past. 

Dealer aids also will be in- 
creased, with complete promotional 
kits to be sent to each dealer, built 
around the color ads. 


Whiteman Adds Two Markets 

The “Paul Whiteman TV Teen 
Club Show,” sponsored by the 
American Dairy Assn. on ABC, 
has added two more market 
areas—Washington and Buffalo— 
to the list of producer groups spon- 
soring the show. This brings the 
total to 11 market areas. 


Wallach Appoints Hamill 

Edward J. Hamill, formerly as- 
sistant to Frank Frazier, executive 
director of Direct Mail Advertising 
Assn., has been appointed account 
executive of Philip J. Wallach Co., 
New York, direct advertising and 
sales promotion. 


Names Mercready, Handy 

Mercready, Handy & Van Den- 
burgh, Newark, has been named to 
handle the advertising of Marcus 
Transformer Co., Hikside, N. J., 
manufacturer of dry type trans- 
formers. 


Nicollet Appoints Morrow 
Ann Morrow has been appointed 
director of advertising and public 
relations of the Nicollet Hotel, 
Minneapolis. Melamed-Hobbs, 
Minneapolis, had been named to 
payne the advertising for Nicol- 
et. j 


Roberta Theobald Transferred 
Roberta Theobaid has been ap- 
inted radio and television time 
uyer in the Los Angeles office of 

Brisacher, Wheeler & Staff. She 

was formerly in the agency’s San 

Francisco office. 


TOY 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distrib 
TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 
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Fort Industry Holds Loyalty Ceremony 


Mrami1 BeEacH, Dec. 11—Em- 
ployes of all radio and television 
stations owned by the Fort Indus- 
try Co., as well as those of the 
Florida Sun, Fort-owned newspa- 
per here, took part in a unique 
ceremony on Dec. 7. 

Fort got its people together for 
“a re-dedication to the American 
way of life and to institute a spe- 
cific loyalty and _ identification 
program as a safeguard in the 
current international situation.” 

Each employe was “given an op- 
portunity to sign voluntarily” a 
loyalty oath which, in effect, dis- 
avowed any connection with any 
organization directly or indirectly 
affiliated with or controlled by 
the Communist party. 


= Employes, gathered in the stu- 
dios of each station, heard the 
managing director explain the 
purpose of the loyalty ceremony. 
They also listened to a transcribed 
message from George B. Storer, 
president of Fort. Mr. Storer de- 
scribed the worsening international 
situation and said “it is time for 
all of us to stand up and be 
counted.” 

Each employe was given an 
identification card containing in- 
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order will be taken on 
a “SATISFACTION 


BACK Pace sample 
GUARANTEE nas. W. BURGESS 
Ellertson-Burgess 
518 Fifth Ave., Se. 


BASIS 


Minneapolis, Minn. 


formation about his age, height 
and weight and including his right 
index fingerprint. Mr. Storer said 
persons without proper identifica- 
tion were not to be admitted to 
certain areas of Fort buildings. 

Commenting on the ceremony, 
Fort executives said radio and TV 
stations had a responsibility for 
taking the lead in reaffirming alle- 
giance to and faith in the Ameri- 
can way of life. 


FORT INDUSTRY BUYS 
WSAI FOR $225,000 

CINCINNATI, Dec. 12—Radio Sta- 
tion WSAI, established by a radio 
operator in the days of crystal sets, 
has been sold by Field Enterprises, 
Chicago, to Fort Industries Co., 
Detroit, operator of seven radio 
and three television stations, for 
$225,000 plus net quick assets. 

In making the announcement, 
Robert M. Sampson, general man- 
ager of WSAI since Dec. 1, 1945, 
informed the station employes of 
the sale at a staff meeting. He 
stated that no changes in person- 
nel are planned, and added that 


he did not think there were any | 


immediate plans for television. 

The station was opened June 6, 
1923, by Robert E. Cooper, a radio 
operator. It was bought later by 
the U.S. Playing Card Co., and 
subsequently purchased by the 
Crosley interests. Field Enterprises 
bought it in 1945 for an announced 
price of $350,000. 


Albert Joins ‘Charm’ 


Lilyan Alberts, formerly junior 
dress editor of Women’s Wear 
Daily, has joined Charm, New 
York, as associate fashion editor. 


Joins Inland Daily Press 


Inland Daily Press Assn., Chi- 
cago, has elected the Record, Pax- 
ton, Ill., to its membership. 


Do you know what 


SAN DIEGO 


spends on furniture-household-radio ? 


1950 S$. M. Survey of Buying Power data 


Louisville, Ky..... $27,076,000 
Toledo, Ohio........ 17,568,000 
Buffalo, N. Y......... 32,062,000 
Portland, Ore....... 26,619,000 


Rochester, N. Y... $21,864,000 
Columbus, Ohio... 28,821,000 
Des Moines, la..... 22,259,000 
Providence, R.1.... 22,637,000 


SAN DIEGO, Calif. ... $25,794,000 


Ask the 
West- 
Holliday 
man 


Parade magazine and the greatest Sunday Comics 
in the country build Sunday reader interest and circulation. 


o,  -—n 


UNION and EVENING 


You can see by these facts that San Diegans 
“live right” ...in comfortable, well furnish- 
ed homes...that they are both receptive and 
responsive to the right advertising on house- 
hold needs... placed in the right newspapers. 


Your top schedule belongs in the San Diego 
Union and Evening Tribune, where just one 
“buy” covers this concentrated, isolated 
corner of the United States. San Diego 
is 125 miles south of Los Angeles, 

33 miles greater than the distance 
from New York to Philadelphia. 


TRIBUNE 


«Morning, Evening and Sunday” - 
in California's New Major Market 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York + Detroit» Chicago * Denver: Seatties Portiands San Francisco*Los Angeles 
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fifth highball. 


springs it. “Look,” he says 
wanted to know. Just who is 
Proofs’ column?” 

Murray Christmas. 


Vhe Creative Mans Corner 


There’s one nice thing about writing a column like this 
anonymously—aside from the fact that it keeps you from be- 
ing waylaid at street corners on dark nights: At this time of 
year you don’t have to sit alone in your office while every- 
body else gets invited out to Christmas parties. 

People on those parties who otherwise might spit in your 
face tell you what a wonderful publication ApvERTISING AGE 
is—except, of course, for one particular department which 
shall remain nameless. Some of those people, of course— 
largely those whose opera received a favorable nod during 
the year—tell you what a sharp thinker the guy is who 
writes that particular department. That’s the time you have 
to be on your guard, because of the normal temptation. In- 
stead, you confess that, personally, you think he’s a stinker. 

So you drink the likker and talk with the people and after 
the third highball your inferiority complex begins evaporat- 
ing and you say to yourself, “I am the reason anybody at all 
from this rag got invited to this party. Not knowing just who 
the saboteur is, they’re being nice to everybody on the staff.” 
Gives you quite a feeling of importance—especially after the 


After the sixth highball, you decide that, if anybody 
should ask you, you’ll take ’em over into a corner (appropri- 
ate place) and tell ’em the long-kept secret. And then some- 
body takes you over into a corner and says there’s something 
he’s always wanted to know. And you say to yourself, “Is 
this guy going to be surprised!” Because you’re all set to tell 
him, once he asks the question. 

You know what he’s up to, because he looks around fur- 
tively to see that the two of you are really alone. Then he 
“there’s something I’ve always 
the guy who writes the ‘Rough 


Names Ricker, Jennison 


Joyce Inc., Pasadena, Cal., man- 
ufacturer of women’s slippers and 
casual shoes, has named Lillian 
Jennison, formerly advertising 
manager, as director of public 
relations and publicity. Kepford 
Ricker, who established the Rick- 
er-Spain Corp., which operated 
leased casual shoe departments, 
has joined Joyce in an executive 
capacity. 


Three to DeMunn Agency 


DeMunn & McGuiness Inc., Chi- 
cago, has been appointed to handle 
advertising for Corn Belt Hatcher- 
ies, Joliet, Ill, baby chicks; 
Prudens Products Co., Ft. Atkin- 
son, Wis., ventilating fans; and 
Frank J. Zink Co., Chicago, build- 
ing construction material. 


To Sponsor Hockey Games 

Lohrey Packing Co., Cincinnati, 
meat wholesaler, has signed to 
sponsor the broadcasts of the Cin- 
cinnati Mohawks hockey games on 
Station WKRC-FM, Cincinnati. 
Haehnle Advertising Inc., Cincin- 
nati, handles the account. 


Goodyear Expands Network 


“The Greatest Story Ever Told,” 
presented over ABC by Goodyear 
Tire & Rubber Co., Akron, since 
1947, has been renewed effective 
Jan. 7, at which time the program 
of Biblical stories will be extended 
to cover the full lineup of 287 
stations. Previously the feuadoost 
was aired on 77 stations. Kudner 
Agency handles the program. 


Slayton Keeps Same Duties 


In addition to the sales repre- 
sentative for Hunting & Fishing 
combined with Outdoorsman as re- 
ported in AA, Nov. 13, Keith 
Slayton, who covered upstate New 
York and western Pennsylvania 
tor Hunting & Fishing, will con- 
tinue the same duties in that 
aaa for the combined month- 
y. 


Sullivan Joins DuMont 


Robert Sullivan, formerly with 
American Broadcasting Co., has 
been added to the staff of the ad- 
vertising and sales promotion de- 
partment of DuMont Television 
Network, New York. - 


Alabama Car Radio 
Study Shows High 
AM Listenership 


| BIRMINGHAM, Dec. 12—A study 
of 1,088 automobiles in Birming- 
ham, Montgomery and Tuscalooga 
indicates that 64.3% of the cars are 
radio-equipped and that 60.3% of 
the autos have radios in working 
order. 

The study was based on inter- 
views made while autos were 
halted at traffic lights by students 
under the supervision of Dr. Ken- 
neth Harwood of the University 
of Alabama’s department of radio. 


ws Of the cars with radios in work- 
ing order, 42.7% had the receivers 
tuned in during the period from 
3 to 4 p.m., Saturday. 

Other data include the follow- 
ing: 


% with 
Autos % with Radio 
Surveyed Radio Working 
Birmingham 359 63.5 59.6 
Montgomery 410 65.6 615 
Tuscaloosa 319 63.6 59.6 
Cars with % with 
Radio Radio 
Working Turned on 
Birmingham 214 45.3 
Montgomery 252 33.3 
Tuscaloosa 190 52.1 
Cars with % Who Identified 
Radio Program Station 
Turned on 
Birmingham 97 46 56 
Montgomery 84 73 56 
Tuscaloosa 99 87 68 
No. Cars Passengers per car 
Surveyed Men Women Children Total 
Birmingham 359 10 «8 2 2.0 
Montgomery 410 ss « 4 2.1 
Tuscaloosa 319 » e ey 2 2.1 


Offers Cartoon Mat Series 

Walt Hankman Features, Chi- 
cago, has released a new syndi- 
cated series of 52 cartoon mats 
designed for the dairy and ice 
cream industry, and suitable for 
newspaper publication. Promotion 
will be confined mainly to direct 
mail, through H. M. Wexberg Ad- 
vertising, Chicago. 


Barry Buys Control of WEOK 

Arthur J. Barry Jr., vice-presi- 
dent of Station WEOK, Pough- 
keepsie, N. Y., has purchased con- 
trolling interest in the _ station, 
subject to FCC approval, from 
| Harold W. Dutch Cassill, one of the 
| station’s founders. Upon FCC ap- 
proval, Mr. Barry will become 
| president and general manager. 


Foster Agency Names Evans 

| Harry E. Foster Advertising, To- 
ronto, has appointed Sanford 
Evans & Co., Winnipeg, as its rep- 
resentative in western Canada. 
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Clarence Goshorn, 
Benton & Bowles 


Chairman, Drowned 


New York, Dec. 11—Clarence B. 
Goshorn, 57, chairman of the 
board of Benton & Bowles, was 
drowned yesterday while on a 
yachting trip in the Bahamas. He 
was attending the 
National Coffee 
Assn. convention 
at Boca Raton, 
Fla., with his 
wife. 

Mr. Goshorm 
was about to 
board a_ yacht 
which was one of 
28 registered for 
a convoy cruise 
to Nassau and the 
Bahamas, when 
he apparently stumbled on the 
dock and fell into the water. He 
may have been unconscious before 
falling into the water. He was 
pulled out and given artificial res- 
piration, but without success. 

Mr. Goshorn had been with Ben- 
ton & Bowles since 1937, when he 
joined as vice-president and ac- 
count executive. After eight years 
he became.president of B&B, and 
in 1950 became chairman of the 
board. In 1949 he was chairman 
of the American Assn. of Adver- 
tising Agencies (AA, April 11, 
1949). 

He was born in Saugatuck, 
Mich., educated in the public 
schools of that state, graduated 
from the University of Michigan 
in 1915, and for two years was an 
instructor of rhetoric (he was a 
notable public speaker in later 
years) and history (his knowledge 
of early American history marked 
him in the agency business). 


= During the first World War, Mr. 


Goshorn served as a second lieut- 
enant, principally as an instructor 
in bombing and bayonet tactics. In 
1918, after having become “the 
ranking second lieutenant” in the 
army, he was discharged, and 
joined Curtis Publishing Co. in 
Philadelphia. 

Although he left Curtis after 12 
years, during which he rose to 
manager of the subscription agen- 
cy division, he was always to re- 
gard Philadelphia as his home. He 
maintained a house in Malvern, 
Pa., on the Main Line, and spent 
his weekends there, living in New 
York during the week. During his 
years with Curtis, Mr. Goshorn 
remained a member of the Nation- 
al Educational Assn., and was con- 
versant with movements in the 
field of secondary education. 


a His interest in Philadelphia 
never ceased; his son, Robert, 
works for Curtis now, as head of 
research for Country Gentleman. 

Mr. Goshorn never concealed, 
and in fact enjoyed, the fact that 
Curtis—specifically the late, great 
Post editor George Horace Lori- 
mer—fired him. He then came to 
New York, joined Erwin, Wasey & 
Co., and left with Arthur Kudner 
to form Arthur Kudner Inc. He 
later joined B&B, and for many 
years divided top responsibilities 
with Atherton W. Hobler for the 
agency’s guidance. 

A cool and relaxed man, he was 
a familiar figure on Madison Ave., 
striding along bareheaded, smok- 
ing his pipe, looking quite the 
antithesis of the agency man of 
legend. 


s Benton & Bowles alumni recall 
him as a superb salesman, a canny 
adviser for troubled situations, and 
a wise and cautious copy editor: 
“T never change copy unless I can 
first persuade the writer that my 
suggestions are improvements,” he 


Press Run for February Issue 


1,076,000 


MOUNTING — 


nd 


FISHING 


ACTION—The penguin in this Shellzone anti-freeze display is attached to a motor 

which powers it over the surface, giving the appearance of skating. The cutouts 

are easel type, making for ease in display. Chicago Show Printing Co. produced 
the 


unit. 


once told an AA reporter. 

In his Four A’s work, he was 
most interested in the area of 
ethics, arguing that agency men 
must resist the temptation to re- 
sort to frantic appeals. He was 
aware of a trickle of “little things” 
which he thought presaged “the 
historic cry: Run, run, my God, 
for the dam has burst.” 

He is survived by his widow, 
Gladys, and sons Robert and Wil- 
liam, the latter a metallurgist in 
Mexico City. 


HENRY H. FRIS 


ASHEVILLE, N. C., Dec. 11—Hen- 
ry H. Fris, 66, former publisher of 
the Albany Times-Union and Mil- 
waukee Sentinel, died here Dec. 9 
of a heart ailment. He had lived 
here since his retirement in 1942. 

Born in Rotterdam, Holland, he 
came to the United States with his 
parents at the age of five and be- 
gan selling newspapers in Holland, 
Mich., at the age of six. He started 
in the newspaper business as a re- 
porter in Janesville, Wis., then 
moved to El Paso, Tex., where he 
became circulation manager and 
later general manager of the Her- 
ald. 

In 1924, Mr. Fris became general 
manager of the Gazette in Phoe- 
nix, Ariz., and in 1928 began his 15 
years of service with the Hearst 
newspapers, starting as director of 
circulation of the Pittsburgh Sun- 
Telegraph. In 1929 he became pub- 
lisher of the Albany Times-Union 
and remained in that position un- 
til 1938 when he was transferred 
to Milwaukee to supervise con- 
solidation of the News and the 
Sentinel. He became publisher of 
the consolidated newspaper. In 
1942 he suffered a heart attack and 
was forced to retire from business. 


JAMES F. COYLE 

PHILADELPHIA, Dec. 12—James 
F. Coyle, 52, a member of the 
sales staff of WCAU Inc. for 23 
years, died on Dec. 8 at Delaware 
County Hospital of coronary 
thrombosis. 

Only last April, Mr. Coyle was 
named to a special post in sales 
development at the station. 


vice-president just four days be- 
fore his death. 

During the war Mr. Gardiner 
was a member of the metals divi- 
sion, Wartime Prices and Trade 
Board. He also was a past presi- 
dent of the local Photo Engravers 
& Electrotypers Assn., and a past 
president of the Dominion-wide 
Photo Engravers Assn. 

One of his sons, G. C. Gardiner, 
recently was appointed general 
sales manager of Photo Engravers 
& Electrotypers Ltd. 


FRED W. HILL 


HAMBURG, IA., Dec. 12—Fred W. 
Hill, 77, publisher of Hamburg Re- 
porter, died; Dec. 9 at Oxford, 
Miss. He had suffered a stroke 
there earlier while making a 
speech on the campus of the Uni- 
versity of Mississippi. 

He was president of the National 
Editorial Assn. in 1946. He had 
been in newspaper business for 
more than 50 years. 


SAMUEL G. BARNES 

LONG BEACH, CAL., Dec. 11— 
Samuel G. Barnes, classified ad- 
vertising manager of the Long 
Beach Press-Telegram, died Dec. 
5 of a heart ailment. He was vice- 
president of the Long Beach Ad- 
vertising Club. 


MATTHEW E. WALLACE 
CLEVELAND, Dec. 12—Matthew E. 
Wallace, 80, a representative of 
the American News Co. for 40 
years before his retirement in 
1930, died here last Saturday. Mr. 
Matthews had supervised sub- 
sidiaries of the company in Cleve- 
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land, Cincinnati, Dayton, Detroit, 
Chicago and Denver. 


WILLIAM S. BOWMAN 


Soutu BEnp, INnp., Dec. 12—Wil- 
liam Stacey Bowman, 53, adver. 
tising director of the South Bend 
Tribune since 1925, died in Hines 
Hospital, Hines, Ill., last Saturday, 
Mr. Bowman, a member of the 
National Advertising Executives 
Assn., joined the Tribune’s adver. 
tising department in 1920 and was 
made advertising manager in 192], 


Rising Costs Force ‘National 
Home Monthly’ to Be Dropped 


The suspension of National 
Home Monthly, one of the oldest 
magazines in Canada, has been an- 
nounced by D. A. Thompson, pres- 
ident of the Home Publishing Co,, 
Winnipeg and Toronto. The mag- 
azine had an average net paid cir- 
culation of 325,000. Failure to ob- 
tain the additional advertising rev- 
enue necessary to meet increasing 
costs of production is the reason 
given for suspending publication. 

The magazine was established in 
Winnipeg before the turn of the 
century as the Western Home 
Monthly, and was renamed Na- 
tional Home Monthly some years 
ago. Recently it was reduced to 
pocket size. 


Dolcin Maps Campaign 
for New Size Bottle 


Dolcin Corp., New York, will 
use news programs on 60 stations, 
spots on 105 stations and spreads 
in drug trade publications begin- 
ning Jan. 1 to introduce the new, 
economy-size bottle of 200 Dolcin 
tablets retailing for $3.50, a sav- 
ing of 50¢. The price of the 500- 
tablet bottle will be $8, a reduc- 
tion of $1 on this size. The price 
of the standard 100-tablet bottle 
remains at $2. Victor van der 
Linde Co., New York, is handling. 


RCA Names Williams Ad, 
Sales Promotion Manager 

Jack M. Williams, special as- 
sistant to the director of public 
relations at RCA Victor, Camden, 
N. J., has been named advertising 
and sales promotion manager of 
the company’s home instrument 
department. He succeeds James M. 
Toney, who recently was named 
public relations director. 


Melamed-Hobbs Names Johns 


Frank Johns has been appointed 
radio director of Melamed-Hobbs, 
Minneapolis-St. Paul agency. 


MARTIN 


ADVERTISING AGENCY 


Where Businesses Grow 
15-A E. 40th St., New York (Member A.A.A.A.) 


JOHN W. QUARLES 

Rome, Ga., Dec. 12—John W.) 
Quarles, owner and operator of 
Stations WRGA and WRGA-FM 
here, died Dec. 4 after a prolonged | 
illness. He also was operator of | 
Quarles & Son Grocery Co., Rome’s 
oldest continuous business opera- | 
tion. 


GEORGE L. GARDINER 


TORONTO, Dec. 12—George Law- 
rence Gardiner, vice-president and | 
| director of Photo Engravers &| 
| Electrotypers Ltd. here, died Dec. | 
6. He had been associated with the 
| company for 35 years, retiring as' 
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Starch Cites Advertising Research 
Which Business ‘Has Right to Expect’ 


New York, Dec. 12—Measure- 
ments which management has a 
right to expect from advertising 
research concerning the market 
and promotion of a product were 
outlined last week by Dr. Daniel 
Starch. 

Dr. Starch, who spoke at a 
meeting of Harvard Business 
School alumni, listed them as fol- 
lows: 

Concerning the market of a 
product: A more precise delinea- 
tion of the market by geographical 
and metropolitan areas; a more 
precise measure of the market by 
promotional audiences; and, meas- 
urements of audiences should be 
made in comparable terms. 

As to promotion of a product: 
For frequently purchased products, 
a more direct and more accurate 
measure of the effect of promo- 
tional campaigns on a given audi- 
ence; for durable products, a more 
direct measure of the impact of 
promotional campaigns; how many 
readers an ad attracts and whether 
these readers are present users of 
the brand, or non-users and pros- 
pects; and, & more accurate eval- 
uation of the effectiveness of ad- 
vertising techniques and campaign 
patterns. 


a Dr. Starch’s illustrations of the 
market measurements: 

Delineation of market by geo- 
graphical and metropolitan areas: 
He cited a brand of coffee na- 
tionally distributed and promoted 
for many years. He said investi- 
gation showed that four times as 
many magazine-reading families 
use this brand of coffee in the 
South Atlantic section of the coun- 
try as in the West North Central 
area. This range, he added, is true 
of almost all frequently purchased 
consumer goods. 

Measure of market by pro- 
motional audiences: He said use of 
a brand differs materially within 
the markets or audiences of dif- 
ferent media. He cited two maga- 
zines, listing the proportion of 
reader families which have bought 
a particular product. or service 
during a 12-month period. For the 
first magazine, 28% of the reader 
families bought a new auto, 16% 
a new refrigerator, and 21% pur- 
chased life insurance. Of the sec- 


ond magazine’s reader families, 
28% bought a new car, 12% a new 
refrigerator, and only 14% took 
life insurance. 

“Each magazine,” he said, “has 
its own type of market.” 

Measurement of audiences in 
comparable terms: “This is partic- 
ularly important in the case of 
promotional audiences,” he said. 
As examples, he defined a user of 
a frequently purchased product as 
one who has bought it within the 
last 30 days; and the user of a 
durable product as one who bought 
in the last 12 months. 

Turning to measurements of 
product promotion, Dr. Starch ex- 
plained: 

1. More accurate measurement 
of the effect of promotional cam- 
paigns on a given audience (fre- 
quently purchased products): 

He cited Colgate dental cream 
and Ipana,.advertised in two mag- 
azines of large circulation. “Col- 
gate has been advertised consist- 
ently in both and is used widely 
and approximately by both audi- 
ences (33% and 38%, respec- 
tively). Ipana, on the other hand, 
has been advertised regularly in 
the first magazine, but not at all 
in the second. Thus, Ipana is used 
by 23% of the first magazine’s 
audience, but only by 11% of the 
audience of the magazine in which 
it placed no advertising. 


mw 2. More direct measures of the 
impact of promotional campaigns 
(durable products): Dr. Starch 
cited Bigelow, Mohawk and Alex- 
ander Smith carpets, applying the 
Product Acceptance Index, which 
measures knowledge and accept- 
ability by the public of a product, 
company or service. 

Bigelow, which ran nine pages 
of advertising in a given magazine 
in the 12 months ending June, 
1949, had an acceptance index of 
66 in that period with that mag- 
azine’s audience. Mohawk, which 
ran four pages, had a 62 index and 
Smith, which placed no advertis- 
ing in the magazine, scored 49 on 
the index. 

Then, in the following 12 
months, Bigelow ran no advertis- 
ing in the magazine and its index 
dropped one point to 65. Mohawk 
ran three pages and its index 


AD MEN AT GE MEETING—At General Electric major appliance distributors’ meeting 

in New York recently this foursome got together for shop talk: John Wood, od 

manager, General Electric Appliances, New York, (left); George Park, ad manager, 

appliance and merchandising department, General Electric Co.; Frank Fagan, vice- 

president, Young & Rubicam; and Richard Cragg, ad manager, R. Cooper Jr., Chi- 
cago. 


trailed off to 58. But Smith, on 
the wings of eight full pages that 
year, zoomed ten points to rate a 
59 index. 


= 3. How many readers ads at- 
tract, and whether they are users 
or non-users and prospects: 
“Whether users or non-users are 
attracted is determined by several 
factors, two of which are size and 
copy technique. Large advertise- 
ments tend to attract relatively 
more non-users of a brand than 
small-space advertisements. The 
nature of the copy pattern, how- 
ever, determines this factor even 
more.” 

4. Evaluation of effectiveness of 
advertising techniques and cam- 
paign patterns: “For this purpose 
we have devised the Reader-Non- 
Reader Spread as a significant 
measure of campaign effective- 
ness.” 

Dr. Starch cited two automobile 
campaigns appearing in the same 
publication. A campaign for Hud- 
son stressed the “recessed floor,” 
while a drive for Oldsmobile 
stressed the Rocket 8 motor. The 
Hudson acceptance index showed, 
Reader-50, Non-Reader-49, putting 
the Reader-Non-Reader Spread at 
1. For Oldsmobile the figures were 
75, 67 and 8. 


a “The promotional effectiveness 
of a feature,” Dr. Starch said, “de- 
pends not only on its engineering 
soundness, but also on its signifi- 
cance in the mind of the reader of 
the ad and the manner of appeal- 
ing to the imagination of the 
reader. The small Reader-Non- 


Reader Spread of one point in the 
case of the Hudson campaign, and 
the large spread of eight points in 
the case of Oldsmobile, appear 
to be due to these factors. The idea 
of the Rocket motor, presented in 
fantasy style, had far greater ap- 
peal to the imagination of readers.” 

Dr. Starch said the spread also 
provides a measure of the effec- 
tiveness of campaigns for fre- 
quently purchased products and 
that it provides a rule for decid- 
ing whether a new campaign is 
better or worse than the preceding 
one. 

He said a food campaign which 
followed the same pattern for two 
years showed a spread of five 
points. Then the campaign was 
changed and followed the new 
pattern for two more years. The 
spread then averaged ten points, 
just twice as much. 

“The same proportion of non- 
readers (19%) bought this brand, 
but the new campaign pushed up 
the percentage of readers of the 
ads by five points” (24% for the 
old campaign, 29% for the new). 

Dr. Starch said the spread could 
also be applied to indicate when 
a campaign loses its effectiveness. 


Canadian Admen Elect 
Cliff Wingrove, manager of 


CKTB, has been elected president 
of the Advertising and Sales Club| 
of St. Catharines, Ont. Other of-| 
ficers are: J. A. Houston, Silver-| 
wood Dairies Ltd., lst vice-presi-| 
dent; M. J. Cahill, McKinnon In-} 
dustries, 2nd vice-president; J. R. 
Hammond, Remington Rand, treas- 
urer, and M. E. MacCarl, Toledo 
Scale Co. of Canada, secretary. 
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WBAL Gets Renewal 
of License from FCC 


WASHINGTON, Dec. 12—The Fed- 
eral Communications Commission 
last week decided to renew the li- 
cense of WBAL, Baltimore, Hearst- 
owned radio station whose license 
had been held up since Nov. 20, 
1946, as a result of the commis- 
sion’s famous “Blue Book.” 

In renewing WBAL, FCC re- 
jected an application for the fre- 
quency which had been filed by 
Public Service Radio Corp., organ- 
ized by Washington correspondents 
Drew Pearson and Robert Allen. 

WBAL had been one of the 
“horrible examples” in the FCC 
“Blue Book,” with nearly 90% of 
its time devoted to commercial 
programs. 


= Following extensive hearings on 
the renewal, FCC said _ that 
WBAL is showing considerable im- 
provement, and that the experi- 
enced management now operating 
the station is to be preferred over 
the promises of newcomers. 

Chairman Wayne Coy and Com- 
missioner Edward Webster dis- 
sented, contending that the com- 
mission’s decision tended to give 
established broadcasters a vested 
interest in their frequencies, in 
conflict with provisions of the 
Communications Act which say 
that licensing shall be only for 
limited periods. 

The minority pointed out that 
Public Service Radio Corp. was 
preferred on all grounds except 
experience. 


Fox Joins Honeywell 


Eldon E. Fox, formerly account 
executive ai Young & Rubicam, 
has been appointed advertising 
manager of the Minneapolis-Hon- 
eywell Regulator Co. He will make 
his office in Minneapolis. 
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of ACCEPTANCE. 
To 


HAYWOOD BUIL 
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Circulation and Rate represent only two feet on 
the space-buying yardstick. The other foot . . . 
at least as important for measuring good value 
...is ACCEPTANCE. 58 years of business paper 
publishing have taught us that ACCEPTANCE— 
the degree to which a magazine is read, relied 
upon and respected by a qualified audience— 
must be earned by Good Writing—Good Editing 
—Good Illustration—Good Looks— Purposeful 
Policy. A label—any label—which a magazine 
may wear to indicate the manner in which its 
circulation is built and protected is no guarantee 


build ACCEPTANCE, articles in HAY- 
WOOD magazines are largely staff-written by 
experienced editors or, on invitation by industry 


+ + + + + + + + + + 


A TWO-FOOT YARD STICK won’t measure 


Business Magazine values accurately 


specialists. We print our own publications in 
our own large plant to assure physical excellence. 
Our publishing credo is “Practical service to 


readers and 


advertisers alike!” Circulation— 


some ABC, some CCA, according to the con- 
ditions in each field—is carefully directed to 
qualified audiences and continuously checked 
and regulated. 


On following pages you will find some facts 
about four HAYWOOD publications. We invite 
you to use the Three-Foot Yardstick— Accept 


ance, Circulation, Rate—in determining the ad- 


.vertising values offered by these magazines in 
comparison with others in their fields. You'll 
find they measure up on all three counts! 
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Information, Please 
@ MANY of the tours of industrial 


plants arranged for outsiders dur- | 


ing the past year have been built 
around the school teachers. In 
what is known, a trifle loftily, as 
the battle for men’s minds, there 
is a growing urge on management’s 
part to do a little brain surgery on 
the pedagogs. This is a noble de- 
cision, and should have been 
reached about 40 years ago. 

After one of these excursions 
was completed in a medium-size 
industrial city a few weeks ago, 
the teachers were ushered into a 
conference room and invited by 
one of the larger wheels to ask 
questions. He was disconcerted and 
disturbed by two developments. 
First, instead of submitting gen- 
eral questions that could have 
been covered by a restatement of 
company philosophy built to ac- 
commodate all general questions, 
the teachers tore the lid off the 
place by asking point-blank ques- 
tions about profits, pensions and 


MAN WANTED 


For association program in 
Wisconsin of employee 
communication and com- 
munity public relations. 


Must be experienced in 
both fields. 


Salary $6500-$7500. 
All replies confidential. 


Write detailed information 
to 


NEWCOMB & SAMMONS 


Management Consultants 
224 E. Ontario St. 
P Chicago 11, Ill. 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoMsB and Marc SAMMONS 


| operating costs. Second, and this 
hurt even more, the teachers made 
| so many naive inquiries about the 
| plant’s mechanical operations and 
products that the executive felt 
| they had known nothing about the 
company until that very day. He 
was right—they hadn’t. 


e In a hurried huddle with his 
associates after the massacre was 
over, the company official sought 
to determine why there was such 
a thick blanket of ignorance over 
the school house, with respect to 
his organization. In due course, it 
was decided that the reason the 
teachers didn’t know anything 


anything before. The outfit had 
never lifted its community rela- 
tions program off the ground. 

The chilling experience of this 
organization was duplicated at 
others, but out of the plant tour 
program came one _ suggestion 
(from the teachers themselves) 
that well warranted a second look: 
Why not make available, at a 
central library, the literature of 
the various companies that com- 
pose the community, so that teach- 
ers and pupils alike could use it as 
a reference source? Executives 
were assured that such a library— 
the freight for which could readily 
be borne by industry itself—would 
be well and consistently patron- 
ized. 


e There are some 60 publications 
for employes issued by companies 
in that area, but it had occurred 
to the managements of only five 
that school teachers might like to 
take an occasional gander at these 
journals. The others issue their 
periodicals solely for the edifica- 
tion and amusement of those with- 
in the plant family. When histories 
of companies, manuals and reports 
of external interest are issued, few 
teachers see any of them. 

The indictment that many of our 
schools are infiltrated with pinkos 
may have some basis in fact, and 
it may not—this department 
wouldn’t know. But if it is so, 
some of the blame for it can rest 


with industrialists in our commun- 


about the company was because | 
the company had never told them | 


MEN BEHIND THE DRIVE—Here are the Industrial Tape Corp. admen and agency 

account men with some of the promotion material for the big Christmas push 

for Texcel cellophane tape (AA, Nov. 13). Left to right are Chester Posey, account 

executive of Kenyon & Eckhardt; Lincoln Brudno, assistant ad manager, ITC; Glenn 

Wiggins, vice-president of K&E; Walter Cramp, ITC ad manager; and Amos Kidder, 
K&E account manager. 


ities, who have kept locked in 
their own private closets the story 
of how industry functions at home. 
They have talked freely and at 
great length over the highballs at 
the country club, but the school 
teachers don’t go there. 


Busch’s, Kappel's Jewelers 
Start TV Spot Campaign 


Busch’s Kredit Jewelers, New 
York and Chicago, has begun an 
intensive TV spot drive over WJZ- 
TV, WABD and WPIX in New 
York, and WNBQ, Chicago, through 
Wasser, Kay & Phillips, Pittsburgh, 
which has been handling television 
for Kappel’s Jewelers, Pittsburgh, 
owner and operator of Busch’s 14 
New York and 7 Chicago stores. 

Kappel’s has been using a five- 
minute film show in Pittsburgh. 
Plans call for extension of the pro- 
gram on a five-a-week basis in 
New York, Chicago, Buffalo and 
Cleveland after Jan. 1. 


Plate Assn. Retains Vail 


Paper Plate Assn., New York, 
has retained Ben B. Vail, former 
editor of Food Topics, to organ- 
ize and direct a program of re- 
search and merchandising activity 
among food retailers, to aid the 
merchandising of paper plates. 


Wallace Shifts Watt 


Donald R. Watt, formerly mer- 
chandise manager of R. Wallace 
& Sons Mfg. Co., Wallingford, 
Conn., silversmiths, has been 
named retail sales manager of the 
company. 


|N. Y. TV Stations Pay AFM 


$20,000 tor Music ‘Leak’ 


Two New York television sta- 
tions last week were billed $20,000 
by Local 802, American Federation 
of Musicians, for an alleged “leak- 
age of music” during special pick- 
ups from Madison Square Garden. 


Stations involved were WABD 
and WPIX. 
The “leakage” to which the 


union referred took place during 
the televising of the rodeo and 
horse show. Local 802 received 
ayment from the stations, with 

PIX, which has the rights to the 
bulk of the Garden events, paying 
most of the money. If the federa- 
tion’s executive board, to which 
the telecasters are expected to ap- 
peal, reverses the stand taken by 


Local 802, the $20,000 will be re- | 


funded. 


Two Join Sherman Agency 


Jules Bundgus, formerly radio- 
TV director of Kastor, Farrell, 
Chesley & Clifford, has been named 
supervisor of radio and video pro- 
grams for Sherman & Marquette, 
New York. Joan Walker, previ- 
ously with Hewitt, Ogilvy, Benson 
& Mather, has joined Sherman & 
Marquette’s radio-TV department. 


Gabriel Heatter Adds Sponsor 


Pearson Pharmacal Co., New 
York, joins Gabriel Heatter’s list 
of sponsors Jan. 5 as backer of his 
Friday newscast to give the Mu- 
tual commentator a complete sell- 
out to five companies. Harry B. 
Cohen Advertising Co., New York, 
is the agency. 
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‘Macauley to Report 
| on Printing Papers 
for Specific Jobs 


CHappaqua, N. Y., Dec. 12—Don- 
ald Macauley Inc. will start a new 
service Jan. 1 to evaluate printing 
papers used regularly and report 
on their suitability for specific 
jobs. 

The service will be threefold: 
spot checks to test and report on 
papers for specific jobs; periodic 
checks to assure consistent quality 
of papers; and a syndicate service 
which will report quarterly on all 
grades and brands of papers from 
all mills. The first report will be 
issued about Jan. 1. 

At present, the service has about 
70 subscribers who buy or convert 
600,000 tons of paper annually, 
Among these are magazine pub- 
lishers, printers, lithographers, 
converters, paper merchants, and 
buyers of printed material. 


ws The service also will include 
a monthly paper market report 
which will carry news of trends, 
new grades, market conditions and 
values. The service is rendered on 
a subscription basis of $2 a week 
payable semi-annually. Laboratory 
facilities for special research and 
testing may be arranged. 

The project is directed by Don- 
ald Macauley, formerly district 
sales manager and “trouble shoot- 
er” for S. D. Warren Co., and 
European advertising manager for 
Carnation Milk Co. He is a gradu- 
ate of Carnegie Institute of Tech- 
nology’s department of printing 
management, was technical paper 
editor of the “Production Year- 
book,” and was secretary-treasurer 
of the Direct Mail Advertising 
Assn. 


KNBC Appoints Lloyd Yoder 


Lloyd E. Yoder, general manag- 
er of KOA, NBC’s owned and op- 
erated station in Denver, has been 
named general manager of KNBC, 
San Francisco, succeeding John W. 
Elwood, who recently retired. Mr. 
Yoder’s successor at KOA will be 
announced later. 


Nabisco Promotes Johnson 


J. Sidney Johnson has been 
named assistant to the vice-presi- 
dent of sales and director of trade 
relations of National Biscuit Co., 
New York. He joined the company 
in 1940, and since 1947 has been 


merchandising manager. 
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The man who can say “YES!” to your 
Utility Coverage That Counts! y y 1 
General Executives ............ 3472 Sales story reads ELECTRIC LIGHT & POWER! 
Engineer Executives Here’s circulation that concentrates on the men who sign or authorize im- 
and Engineers ................ 2518 portant orders in the huge and booming Electric Light and Power Market. 
P These 14,000 readers will spend large sums during the next few years, in 
System Operating which demand for power will continue on at least the same sky-rocketing 
ee Et 4448 curve which it has followed for two decades and more. 
Commercial Executives This is a top market for an immense variety of products—and here's the 
: top book, going to the top buying influences. For 28 years Electric Light 
and Supervisors - heiait 1256 and Power has been an important source of information for the industry— 
Consulting Contract- information compiled and written by an expert editorial staff or contributed 
ing & Construction by leading men in the industry. 
Engineering Get the full facts about the booming power and light producing market 
Companies 292 now. If you sell anything that touches the field, from nails and lumber to 
Peers generating equipment, you'll want your share of this rich volume—and the 
Plus Additional Classifications place to tell your selling story, to the right men in the right atmosphere for 
action-getting, is ELECTRIC LIGHT AND POWER. Send for the full 
TOTAL CCA} 14,337 facts—and schedule space in an early issue! 


America’s Electric Light and. Power industry 
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31,725,400 (73.1%) of U.S. Families 


New YorK, Dec. 15—Exactly 
73.1% of the nation’s families—a 
total of 31,725,400 homes—now 
own an all-time high of 35,670,000 
automobiles. In 1949, 71.3% of 
American families had cars; in 
1948, 68.3%. 

Among the 1950 car-owning 

homes, 88.9% (28,203,881) are 
single car homes. The remaining 
411.1% (3,521,519) have two or 
more automobiles. 
These figures are contained in 
rowell-Collier Publishing Co.’s 
14th annual automotive survey, 
onducted just prior to the out- 
break of the Korean War in June, 
and made public today. About 
8,000 persons were interviewed in 
218 cities and towns, 52 rural non- 
farm and 71 farm areas. 


s Ray Robinson, research director 
or Crowell-Collier, said the most 
markable growth discovered by 
he survey was in multiple-car 
amilies. These were 4.8% of the 
otal car-owning homes in 1948 
nd 6.2% of the 1949 total, as 
ompared with this year’s 11.1%. 
Passenger cars made by General 
otors now total 43.4% of the cars 
wned; Chrysler accounts for 22%; 
ord for 21.4%; Kaiser-Frazer for 
1.4%; and other makes for 11.8%. 

The study indicated that, as of 
last July 1, prospects for new cars 
in the second half of this year and 
in 1951 and 1952 would total 9,895,- 
200—22.8% of American families. 
About 4,774,000 of these prospects 
said they expected to buy during 
1951. About 2,734,000 said their 
purchases would come before Dec. 
31 this year; and 2,387,000 said 
they would buy in 1952. 


ii. 


a While the findings reflect the 
basic pattern of normal car buy- 
ing, Mr. Robinson said they fail 
to throw light on the “scare” pur- 
chases that followed the start of 
the Korean War. 

“Probably the effect of the Kor- 
ean conflict,” he said, “was to 
speed up orders among those al- 
ready in the market for a car, for 
sales are expected to reach a stag- 
gering total this year well over 
6,000,000.” 

According to the study, about 
half the prospective auto buyers 


Owned Autos July 1, Crowell Reports 


intended to pay cash for new cars; 
23% intended to use bank loans; 
13% through auto finance com- 
panies; 2% through other means; 
and 12% were undecided. 

“A real tribute to the industry’s 
excellent manufacturing job is rep- 


resented by the finding that 57% | 


of the car owners who bought their 
present cars new, indicate that 
they will purchase the same make 
when they buy again,” said Mr. 
Robinson, 

“The principal reasons for se- 
lecting particular makes relate to 
economy and performance. The ef- 
fectiveness of various advertising 
campaigns is shown by a notable 
correlation between copy themes 
for different makes and the pub- 
lic’s reasons for preferring them.” 


s Four-door sedans, the survey 
showed, best meet the needs of 
51% of the new car prospects; 32% 
want two-door sedans; 7% coupes; 
4% convertibles; 2% station wag- 
ons; and 4% were undecided. 

Responses to the question, “What 
two or three makes do you con- 
sider the best looking cars on the 
road?” saw General Motors cars 
garner 59% of the total mentions 
(14,771); Ford, 14.8%; Chrysler, 
13.2%; Kaiser-Frazer, 2.5%; and 
all others, 10.5%. 

Almost three out of five car 
owners (57%) take their cars to 
their dealers for major repairs—a 
slight increase over last year. 
Dealers get the adjustment and 
tuneup business of 51%, but serv- 
ice stations still get the bulk of 
the lubrication business, increas- 
ing their 1949 figure of 51% to 
55% this year. 


a The study found that the age of 
car is a major factor in determin- 
ing where services and repairs are 
made. As cars get older, patronage 
drifts away from dealers to inde- 
pendent repair shops and to home 
repairing. It was found that 12% 
of the car owners make their own 
major repairs. Among owners of 
cars dating back to 1938 and ear- 
lier, the percentage who do their 
own work goes as high as 27%. 
“The significance of these tend- 
encies,” said Mr. Robinson, “is un- 
derlined by the finding that among 


PROMOTE MIXES—Talking 

boost sales of mixes at bars have been 

developed for Old Mr. Boston fifths of 

mint flavored gin, peppermint schnapps 

and sloe gin. Regular front label designs 

are unchanged, as shown in the bottom 
row of bottles. 


labels to 


owners satisfied with dealer serv- 
ice, 62% expect to buy the same 
make when they purchase again, 
but only 49% of those patronizing 
other outlets or who are dissatis- 
fied with their dealer service ex- 
pect to buy the same make of car 
they now own.” 


Gets Title Company Ad Award 


Title Insurance & Trust Co., Los 
Angeles, has been awarded the an- 
nual Capital trophy, given by the 
American Title Assn., a nation- 
wide organization of title insur- 
ance companies, abstractors and 
attorneys, for the best series of 
ads developed by a title company 
for 1949-50. Buchanan & Co., Los 
Angeles, is the company’s agency. 


Appoints McKim Agency 


The Toronto, office of McKim 
Advertising has been appointed to 
direct the advertising of William 
Rogers & Son silver plate, which is 
a division of the International Sil- 
ver Co. of Canada, Hamilton, Ont. 


Carroll Joins Factor Agency 

Peyton Carroll, formerly copy 
chief of Dana Jones Co., Los 
Angeles, has joined Ted H. Factor 
Agency, Los Angeles, in the same 
capacity. 


Dec. 27-29. American Marketing Assn., 
winter conference, Congress Hotel, Chi- 
cago. 

Jan. 8-11, 1951. National Retail Dry 
Goods Assn., 40th annual convention, 
Hotel Statler, New York. 

Jan. 9, 1951. Associated Business Pub- 
lications, annual eastern clinics, Savoy- 
Plaza Hotel, New York. 

Jan. 11-13, 1951. Advertising Assn. of the 
West, midwinter conference, Jokake Inn, 
Phoenix, Ariz. 

Jan. 16-17, 1951. New York State Pub- 
lishers Assn., Hotel Statler, Buffalo. 


Jan. 19-20, 1951. Southwestern Assn. 
of Advertising Agencies, Baker Hotel, 
Dallas. 


Jan. 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Augustine, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Feb. 12-13, 1951. Inland Daily Press 
Assn., midwinter meeting, Congress Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
tising conference, Penn Harris Hotel, Har- 
risburg. P 

April 3-4, 1951. Point of Purchase Ad- 
vertising Institute, annual exhibit and 
symposium on store display advertising, 
Waldorf-Astoria, New York. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 
D. C. 

June 17-21, 1951. Advertising Assn. of 
the West, 48th annual convention, Cosmo- 
politan Hotel, Denver. 

June 24-28, 1951. Assn. of Newspaper 
Classified Advertising Managers, 31st an- 
nual convention, Mount Royal Hotel, 
Montreal, Can. 

Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 


Red & White Corp. Plans 
Supermarket Expansion 


Red & White Corp., Chicago, 
operator of Red & White food 
stores, has announced plans for a 
supermarket expansion program 
for 1951 designed to give it “the 
world’s largest number of individ- 
ually owned supermarkets oper- 
ating under one name.” 

The program will represent an 
increased capital outlay of $12,- 
000,000 in Red & White stores, 
with 200 new supermarkets adding 
approximately $100,000,000 to the 
total annual volume of Red & 
White, and representing a 10% 
increase in sales. 


Carling Promotes Krugel 

Carling Breweries Ltd., Water- 
loo, Ont., has appointed Lou Kru- 
gel as assistant to T. E. Arkell, 
sales manager. Mr. Krugel was 
formerly assistant district man- 
ager of the Toronto metropolitan 
division. 


Reports Increase in TV 
Set Owners in WLW Area 


Crosley Broadcasting Corp. re- 
ports that as of Nov. 1 there were 
196,000 TV sets, a saturation of 
52%, in the 45-mile area served 
by WLW-T, Cincinnati. In addi- 
tion, the company says that the to- 
tal number of sets installed in the 
WLW area (WLW-T, WLW-D, 
Dayton, and WLW-C, Columbus) 
was better than expected, with 
398,000 sets for the three-station 
area as of Nov. 1. Of this number, 
98,000 were in the WLW-D area 
and 104,000 in the WLW-C area. 


St. Louis PR Club Elects 


R. Fullerton Place, director of 
public relations for the St. Louis 
Community Chest, has been elected 
president of the St. Louis chapter 
of the Public Relations Society of 
America. Other officers elected 
are: Dan J. Forrestal, assistant di- 
rector of public relations for Mon- 
santo Chemical Co., vice-president, 
and Lemoine Skinner Jr., public 


relations counselor, secretary- 
treasurer. 
Ups Coupon Handling Fee 


National Biscuit Co., New York, 
has announced that the handling 
fee allowed all accounts for the 
redemption of Nabisco coupons has 
been increased to 2¢. The new fee 
is applicable to those remaining 
coupons with copy reading 1¢ for 
handling; in the future, Nabisco 
coupons will be imprinted “2¢ for 
handling.” 


jy TEST 


Metropolitan 


NEW 
YORK 
FOR 


PEANUTS 


Send or call for the com- 
plete bulletin "Metropolitan 
New York Test Market #1" 


Study the facts and you will find you can 
test a id ogee segment of Metropolitan 


New Yor y testing BAYONNE, for 
only 9 cents a line . . . just poms com- 
with any other media giving the 


complete, concentrated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. © 435 N. Michigan Ave., Chicago 


This hand-picked, carefully balanced circulation gives you 
more dealer coverage than any other magazine. And only 
in Electrical Dealer can you cover, with one purchase. the 
full total of Dealers who do 83% of the Appliance-Radio- 
TV business. Editorial content is all Dealer, too — practi- 
cal articles by expert staff writers and industry authorities 
on how to merchandise, how to display, how to build a 
bigger and more successful appliance business — articles 
dealers really want and use. Your Appliance-Radio-Tv 


EACH MONTH, [lectrical Dealer REACHES THE APPLIANCE DEALERS WHO 
MAKE 83% OF THE $6,000,000,000 ANNUAL APPLIANCE SALES! 


sales story has its best chance to be read and acted upon in 
ELECTRICAL DEALER. 


Forthcoming issues of the magazine will be better, more 
effective, than ever. We’ve just adopted a distinctive new 
cover—added a special New Products Department—devel- 
oped an advanced editorial program for the forthcoming 
year. So remember — for top Appliance - Radio-TV Sales 
Volume, the DEALER makes the Difference! 


Elec. Appliance-Radio-TV Dealers & 


Comm’c'l. Execs., Merch. & Sales 
Mgrs., Lt. & Power Cos............ 


Misc. Elec. Appliance Retailers... 
Elec. & Hdw. Wh’Isalrs. & Distribs. 


Elec. Mfrs., Agents & Reps... ... 
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Elec. Depts., Hardware Stores. 0000... 8433 
Elec. Depts., Furniture & House 
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For SOLID SALES-BUILDING, get full information now! 
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CLEVELAND 15, OHIO 


Terminal Sales Building 


NEW YORK 17, NEW YORK 


LOS ANGELES 5, CALIFORNIA 
. SEATTLE 1, WASHINGTON 
DALLAS 1, TEXAS 


EN ee Gag, SP Oe ces ee 


se A 


-@ CHICAGO 11, ILL. 
SAN FRANCISCO 5, CALIFORNIA 


oa ee Senne eer 


55 ree. 
2° iii 
. : = | 
= ae =F a =: = ar 3 at aa * $e oad yas 3 me 
fi =|) ye, eis ies be 
- s Ft | ca NE St BE PO Ea, BE 
it ome ‘es Ta 
Jon- Ch . 
ney i we RM é 
iting kee 3 astm 
port “Sa OSLOE 
oan ; ] = 
old: ee —_ 4 Seo ei : 
ey ee ied ~ Pee . 
Odie e x: 
ality a eae a é sigs 
vial aol he Vali Da Nu | es 
rom ‘ a r 
| be s ar 
a . 3 os 7 
‘ uP r waa : : 
out = Bie 14 ; 
vert i B ...! | Stiip 
ally. * CIN [— ie ‘4 3 - 
pa Se 
ers, 7)" — GREEN & seers / 
and . 
| 
ude j | 
ort 
nds, 
and 
| on ccmeseansteiitinaseislateliiilsnnineenasisuiensiinesisenpsonia aeteansiie 
eek P 
, P 
ory e 
and abi 
wy —_ ee: 
rict envy if 
ot- = 
and 
for 
- ees | 
ch- 
ing a 7 
per } . = 
ar- = Biot: 
rer = ee me 
ing ee re 
| | i 
- . 
en ee 
3C, eh: 
‘be a 
; a = 
en 4 
si- | 
ide 
0., : 
ny 
en 
; . 
ae) Se . ae, Setame, . Pe ; ¥ ee 
an “a . P19, % bia: ‘ay ; a. 
; * \ ee ans ares. 3 
DS A Se | 
a LV Vz “SSS 
i ~ * rf * 3 fag 4 as . 4 , =, 
2 Mey S lll TR SET i aa 
ee 1,809 ah Ff? ~ es ‘caer | ei. 
ae bd ‘ Bo ae - 
TOTAL (CCA) CIRCULATION... Biy Y f- fe. 
ad - 4s WS 2 e 3 vere z 
ies _ Pra Jos SAY Pe 
} Pl Bee Be Os ose | es oe a Oe 22 > BE. Hl URON RC St TT. wae i 
64 j see “dy : = ; = } hae pene i | oe 107 Park Avenve..........,...... sini tioe gull Coulee oy ele 
. 4 ‘ 625 Market Street 2. noses j = 4 
3727 West 6th Street ees — Bs i 
ee sontebensnnngene anise ve ' Seecead XUN 
es Wai i a a os ote é ; 


This department is a reader’s forum. Letters are welcome. - 


“Woman Caught Red-Handed, Ac- 
cuses Husband!” And copy tells 
the story of a woman who used 
her husband’s old fashioned dry 
cleaners and had rough red hands 
as a result. But Re-Clean changed 
that—and the advertisement 
achieves the strongest possible 
dramatization of that fact! 

It had been decided to test this 
campaign consumer reaction in 
out-of-town papers. But, we 
wanted a market in which we had 
no radio and TV commitments— 
yet had the beginning of adequate | 
distribution. New York was pre- 
cisely right—and we gave the go- 
ahead to the New York News, the 
World-Telegram & Sun, and the 
New York Post. 

In just eight days there’s been 
a definite sales increase. Dealers 
are calling the Re-Clean Corp. 
sales offices from all over the 
city to place orders for Re-Clean. 
Dealers tell about consumers com- 
ing in with the advertisements 
torn out of the paper. 

Our conclusion—the public 
seems to like this approach. And 
—it’s selling Re-Clean far more 
successfully per line than antici- 
pated. 

WILLIAM D’Arcy CayTOon, 

President, Cayton Inc., New 

York. 


Flinging the paper down, he grab- 
bed his chair and felled the at- 
tacker. 

“ ‘Now you see,’ concluded Mark, 
‘here was a patent medicine ad- 
vertisement that really did save a 
man’s life.’ ” 

Lioyp S. Howarp, 
Vice-President, The Bobley 
Co., New York. 

. * . 
‘Progress’ Ad Cited As 
Example of Nightmare 

To the Editor: The timing on 
the current Fairbanks-Morse ad 
certainly rates high as a particu- 
larly tragic adman’s nightmare. 

The ad illustrates the Jamaica 
station, a half-mile west of which 


Agency Man Explains Plan 
Behind Re-Clean Teasers 

To the Editor: If you haven’t 
seen any advertisements in the 
teaser Re-Clean campaign, per- 
haps someone has mentioned them 
to you. And I wanted you to know 
something about them. These ad- 
vertisements are completely dif- 
ferent from any teaser editorial 
copy ever published to our knowl- 
edge—completely different for a 
predetermined and definite pur- 
pose. Please look at the attached 


advertisement—typical of the cam- 
paign. The headlines are carefully 
worked out to very strongly dram- 
atize either a Re-Clean advantage 
—or a competitive product’s most 
essential disadvantage. 

For example, almost all ordinary 
home dry cleaners burn the skin 
and redden the hands. Re-Clean 
is harmless to skin and hands. We 
strongly emphasize this vital Re- 
Clean benefit with the headline: 


AFRICA! 


—the world’s biggest potential 
market. Just published, of im- 
mense value to industrialists, exec- 
utives, advertising agents and ex- 
porters THE AFRICAN PRESS 
‘AND ADVERTISING ANNU- 
AL, 1950 issue. 

372 pages well illustrated, of 
up-to-date facts, concerning 28 
African territories from the Union 
of South Africa to Egypt. Price 
$3.50 post free from the Publish- 
ers, 604 Boston House, Cape Town, 
South Africa. 


* * ° 
Quotes a Mark Twain Tale 

To the Editor: I came across this 
very amusing item in this month’s 
Coronet, which I thought you 
might want to pass along to the 
readers of ADVERTISING AGE. 

“A friend once saw Mark Twain 
reading a patent medicine adver- 
tisement, and asked, ‘You actually 
don’t have any confidence in that 
stuff, do you?’ 

“*That question,’ replied the 
humorist, ‘reminds me of an old 
codger back home in Hannibal, 
Missouri, who used to sit in front 
of the village hotel perusing his 
newspaper. One day he came upon 
a small advertisement which read, 
“Cut this out. It may save your 
life.” Obeying an impulse, he cut 
out the ad. 

“ ‘Resuming his reading, he hap- 
pened to look through the hole he 
had made and discovered a man 
stealing up on him with a knife. 


the recent accident took place. 
Even the headline managed to 
come in for its share of the grisly 
irony, the “progress” in this most 
recent slaughter consisting of 78 
killed...certainly a major in- 
crease over the 33 who met death 
at Rockville Center, on the L. I. R. 

R., in February of this year. 
JORDAN PHEE, 
Sutherland-Abbott, Boston. 


. . * 

Hullaballoo Is Nonsense, 
This Agency Man Says 

To the Editor: All the hulla- 
balloo over the recent advertise- 
ment prepared for the television 
manufacturers by Ruthrauff & 
Ryan is sheer nonsense. The ap- 
peal should surprise no one. It is 


fairly typical of agency thinking, 
particularly big-time agency 
thinking. It seems to me that if 
you took away the amazing free 
offer, the big bosom, the quiz pro- 
gram, and the scare appeal...a 
good many agencies would go out 
of business. 
MILTON M. HERMANSON, 
Copy Chief, Shappe-Wilkes 
Inc., New York. 
e 


Praise Editorial Comment 

To the Editor: Speaking as an 
individual in the advertising bus- 
iness and as a father of three who 
have lots of problems facing them, 
I want to congratulate you on 
your fine editorial comment on the 
TV manufacturers’ advertising 
campaign. In fact, your editorials 
are typically of a very high qual- 
ity. 

Congratulations! 

Haro.p G. Murpry, 

Needham, Louis & Brorby Inc., 

Chicago. 

* 

To the Editor: The vigorous 
manner in which you have con- 
demned that vicious television ad 
stands as a service to our profes- 
sion. 

Keep serving as the “conscience” 
of an often errant industry! 

WALT SEIFERT, 

Byer & Bowman Advertising 

Agency, Columbus, O. 


Trend Needed Checkrein 

To the Editor: Obviously, ac- 
cording to the trend in advertising 
which culminated in the recent 
TV manufacturers’ ad fiasco, all 
any girl has to do is to use a vari- 
ety of tooth pastes, deodorants, 
shampoos and bras to get her man. 

A moronic IQ is no hindrance to 
the bridal aisle amble just so long 
as the prospective bride uses 
Gluntz’s Gunk for her teeth, bath 
or under-arm deodorant. A lovely 
manicure will do too, if the ad- 
vertising copy is to be believed. 
Even voodoo charms can get a girl 
a man, or vice versa. 

The controversial TV ad isn’t 
the only ad that goes “phht!” in 
acceptance by readers, male and 
female, who look for something be- 
yond the glamor eulogized in too 
many so-called advertisements. 

Let’s take a look at the pot be- 
fore we call the kettle black. Ad- 
vertising as a whole has been 
going hell-bent for leather to just 
such a smash-up for the past sev- 
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eral years and it’s about time we 
put on the checkrein. 
J. B. RABINER, 
Advertising Manager, Local 
Display Department, The 
Berkshire Evening Eagle, 
Pittsfield, Mass. 
. ” 
Wine Board's Angle Needs 
Explanation, Reader Thinks 


To the Editor: I have enjoyed 
The Creative Man’s column and 
his astute criticisms for a long 
time. Probably it is because I can 
hardly get through a magazine any 
more without becoming nauseated 
at some of the attempts to get me 


. WB 2S 
TIRED OF ALL THE DIRTY WORK? Then make your 
dinner simple, informal — turn it into a real 
party — the California Way. Give it glamor...mzke 
it sparkle...add gay, bright color and party flavor 
— by cooling and serving wine. A hearty Burgundy 
wine cf California, for instance. It adds so much! 
Costs so little, too. 


Wine Advisory Boord, Sen Francisco, California 


to buy things I don’t need and 
don’t want. Even when purchasing 
things I do need, I find myself 
purposely avoiding the products of 
some of the biggest advertisers. 

Perhaps he can explain the en- 
closed ad clipped from the New 
York Daily News of Nov. 7. Or is 
it really true that drinking wine 
with meals obviates the need for 
dishes? Dinner with the Wine Ad- 
visory Board must indeed be an 
experience to be remembered. 

PHILLIPS BROOKS NICHOLS, 
Sales Manager, Audio Produc- 
tions, New York. 
* * * 

Northwestern Alumni: 
Please Write Home 

To the Editor: Northwestern 
University is at work compiling a 
directory of alumni who are work- 
ing professionally in radio, tele- 
vision and allied fields. We hope 
to publish the directory in Janu- 


REACH ALL MAJOR PACKAGERS: 


Mfrs. of 

FOOD PRODUCTS . 

TOILET GOODS, DRUGS, CHEMICAILS............ 

APPLIANCES, PARTS, OTHER PACKAGED 
HEAVY INDUSTRIAL EQUIP. ..........000000... 1619 

WINES, BEERS, LIQUORS... 

PAINTS, LUBRICANTS 


MORE BUYERS SEE YOUR SALES STORY IN PACKAGING PARADE! 


The News magazine of the packaging field is received 97% by selected 
companies and individuals who can and do actually buy packages, 
packaging materials, equipment, supplies and services, to the tune of 
almost $7,000,000,000 annually. Non-packaging manufacturers—low-in- 
fluence second assistant straw-bosses—non-buying persons with only an 
academic interest in the packaging field are ruthlessly weeded out in 
daily list-checks. PACKAGING PARADE circulation is conscientiously 
kept free from dead wood and filled with important buyers only. 


All ads in PACKAGING PARADE are adjacent to live, interesting 
editorial matter—articles, news, pictures prepared by expert editors who 


ji HARDWARE & SPECIALTIES................... 729 C y ex itor: 
PAPER & PAPER PRODUCTS................. 816 know what busy executives want to read. And the big “Super-Size” page 
TEXTILE PRODUCTS... 563 —10 x 13”—makes possible a choice of 8 different space units—one to 
JEWELRY & SILVERWARE........................ 150 fit any budget or campaign problem, and each giving you up to 60% 
TOBACCO & TOBACCO PROD........... 131 more actual space per ad dollar! 
MISC. PACKAGED PRODUCTS P . 
(TOYS, NOV., MUS. INST., Make your own comparisons ... analyze every magazine value . . . 
SPTNG. GOODS, ETC.)................ 389 take an objective look at just what your ad dollar will buy, in the 
DEPARTMENT & CHAIN STORES... 120 packaging field, in terms of: display space per dollar, ad exposure, 
DESIGN SVS. & ADV. AGENCIES... 462 editorial quality, actual buyer coverage. You'll find PACKAGING 


PARADE is your best buy on every count. 


TOTAL [elegy CIRC. ... 14,401 


NO DEADWOOD e NO PADDING e ALL-BUYER 
101 PARK AVE., NEW YORK 7, N. Y. 
West. Coael 1.246 kn nn ks. McDonald-Thompson 


os wy ai FRANCISCO , ° wer W. 6th ST., LOS ANGELES 5 TH EW: 


mi, .. 2) es MAGAA INE © F Tt | PACKS GIN 7 


nok ae 


pieces — we 


‘Advert 


ary, 1! 
alumni 
directo 
when | 
gins it 
nial an 

We : 
sible t 
field Vv 
wester 
great I 
a brie 
gether 
alumni 
tions a 
as pos: 
whose 
comple 
copy o 

l'llb 
you ca 


Chai 
mitte 
sion, 
sity, 


Eyes I 

To t 
from tl 
shortag 
as you 


Les) 


four sé 
center 
has no 
one wh 


Phoeni 
Depen 
To th 
son me! 
board p 
area. H 
vertisin 
A fe: 
of the § 
enclose 
cold co 
papers 


ibis | | 
mz 
_ % 4 Fo wae 
a are CLCe C, en Cr td Cr ies 
ae nee eS nd hs a a he ee eed i 
=n ——— EEE 
sake 
a 
— 
ails Ee Ke we 
oe , ame Het OY Way/ 
4 
a h (pif 
eee Ps, CN Ae 
mS ae | | _. =We a 
— Seren oo Sie ee ae ae CS aes comers ak eee oe = * la d= SA ; 
ie : Py eg OE an a | = = = TN 
; ¢ Red-Handed, Accuses i ae AE Beng wS 4 he omy 
‘ ; de her hashond’s changes, Mrs. Elion T. Mastery todiay replied, a fens jee ee » A= 4 D}] 
“Re wonder be conghs ms rotihnnded! These Marsh. dry vhenning i, ents: Pie — ; os ( GET T 
af his ore enough to mabe anyneds’s hands sore amd -v Ta or.” als. 3 “! : ; 1 
: soudnaes § deewwebed RELEAN, the safe home dev cleaner pT : ke = : 
: WOR er 0h ewe See Ss oe a =e | “ 
Bee f x a5 2 
om » Hae } “ 
S renee Wn 2 a F : 
: a ee ere ‘ {3 “)1 t = 
Beem, : 
fe ae 6 at. ee 
a enn “EYES 
pn eee wy = 
| Ce=—- FAMILI 
| ~ ices od: IM RICH 
is se 
-, | 
4 
, et 
on 
; | 
5 ES a 
De cit e®eeee?e® MAREE EERE A ELSE A 
: \b Y KRAVE ee | 
i IVAN _ a 0 
BN — 
oa ; i! * ni 4 Se ra 7 dae om 
rt meee 4. 
. — je Fe ge 
ts Oe a pe 
: age . : See ~ : cc 
é d 4 » J kn 
a ts : ye 
na 
im 
ru 
bo 
tre 
pl 
sic 
Ba 
Bs ‘gs a ind 
iz ™ > Ss 
; Keats, 
x iat = 
_— oye 
; ~ h * F 
5 ' a , [I _ 
: a. oe Fo ES RES 8 Se ee ee ee mai PE TEES A SE te ge Ne Pe Peres Re ee aye ES Lae oes PA? wimg = rs ; ee i 
: 
oe pat sy ee cep n 2 oh = Bs ioe a saa ead Fae es : ie . Big ae ; i : - aE ae is 


SAdvertising Age, December 18, 1950 


57 


be ary, 1951, and to mail it to all| March 15. Phoenix’s temperature | fortunately our copy has been mis-, ony of the standard release by in- ‘Topics’ to Quote from 
alumni whose names appear in the| is to be inserted and the ads wil!!| placed or borrowed. We can’t find| jecting a little spice into it. This| AA Credit Curb Survey 
a1 directory on or about Jan. 28, | be run at the discretion of each | it. | we have done in the form of Rita To the Editor: Congratulations 
. when the university officially be-| advertising manager. It is sug- Is there a possibility that copies, Perry of our construction machin- on your staff nd cunéen en ann 
. gins its celebration of its centen-| gested that publication days be) of the report are still available? dealers’ views on cre ait rd r1 
’ nial anniversary. We would certainly like to obtain poorer estes Ae Ao me yr 
We are trying in every way pos- another copy i. possible. Nov. 6 oe as 
sible to reach all persons in the Thank you kindly for any in- Wo i d f ith 
field who have attended North- ' A R formation you can pass along on ini # -_ fe ytd ve a: R oe 
western University. It would be of x the possibilities. li one f ion 7 oe a 
yed great help to us if you could carry | JOHN E. McGary, t , yeh. $. ° right —with credit 
and a brief story on the project to-| : " Brennan Advertising Agency, com a ce—in our De- 
ong | gether with a request that our| ~ Houston. ay ~y 1 gman ef t ill 
can alumni report their present posi- z> : Copies of the booklet, “Adver- a — Raat aout eg Ghar bd 
any | tions and addresses to me as soon ’ > 4 tising Agency Functions and Com- - re Cea! 
ated | as possible. Naturally, all persons = IT S > pensation,” at 75¢ each, are avail- _ J D. M. Ww 
me 4 whose names are included in the able from AA, 200 E. Illinois St., Balter. W oo nee ontt 
completed directory will receive a WARM \ Chicago 11. - itor, Wards Automobile 
— copy of the publication. VaNy e e e opics, Detroit. 


I’ll be very grateful for any help 
you can give us on this matter. 
DONLEY F. FEDDERSEN, 
Chairman, Centennial Com- 
mittee on Radio and Televi- 
sion, Northwestern Univer- 
sity, Evanston, III. 


ra * - 
Eyes Do Double Duty 
To the Editor: Re enclosed ad 
from the Nov. 27 AA. Must be the 
shortage of eyes in South Dakota, 
as you'll discover that there are 


IN PHOENI 


TODAY! 


Write for free 
colorful folders 


ert. 
N cw, Oo 
I ) yarsey oF THE we 


anes 


those when the temperature is 25° 
or less + storm, but the ultimate 
decision of when to run, in each 
case, will be that of the local man. 
For a total of six insertions per 
paper. 

Each will be an individual, cur- 
rent and timely ad. We’ll take our 
chances that Phoenix’s tempera- 


Agency Man Supports Mackey 
on Ad Convention Pictures 

To the Editor: As the enclosed 
indicates, I believe many of your 
readers go along with W. N. 
Mackey’s recent letter to you. 

HENRY MAYERS, 

The Mayers Co., Los Angeles. 

Dear Mr. Mackey: Just a word 
of congratulation to you on your 
very sound letter in the Oct. 30 
issue of ADVERTISING AGE. 

Too many of us in the advertis- 
ing business “take lying down” 
the kind of thing you object to. 
When one like you shows the 
courage to be articulate on this 
subject, it helps all of us. 

Cordially yours, 
HENRY MAYERS. 

Mr. Mackey’s letter deplored the 

prevalence of cocktail and highball 


ery division, who is showing off 
our 1951 calendars. 

As for the details of our calen- 
dar, it is a six sheeter with two 
months on each sheet; it is printed 
in four colors, with each page de- 
picting a job scene featuring Rex 
construction machinery; it meas- 
ures 1442x3114”; and is sent to our 
Rex construction machinery dis- 
tributors. Incidentally, you will 
note from the picture, there’s 
plenty of room for our distributors’ 


Reader ‘Says a Mouthtul’ 

To the Editor: As an avid reader 
of ADVERTISING AGE, may I pose a 
question: 

If Batten, Barton, Durstine & 
Osborn now sounds like a trunk 
falling down a flight of stairs— 
with all due respect—for the sake 
of phonetics, what’s going to hap- 
pen if, and when, the new account 
manager, Harry R. Burton, (AA, 
Nov. 20) is taken into partnership? 

Batten, Barton, Burton, Durstine 
& Osborn—Gad!! It’ll sound like a 
deep-seated regurgitation frem a 
gastronomic indiscretion, such as 
over-indulgence in fresh, young 
radishes. B-r-r-r-u-p! 

With seasonal good wishes and, 
of course, in a spirit of levity... 

BENTON E. JACoBs, 

President, Benton Jacobs Inc., 

Miami, Fla. 


and ‘. - : / glasses in the hands of advertising | * ; 
sing “EVES” AND “AYES”’ of 9 out oF 10 pate barym a be high| neople who pose for pictures at imprint. Snes @; Decne 
| 1 empting. ; . ’ 
sel FAMILIES (BOTH RURAL AND URBAN) Dave Metwvemsen, [waren Aastimes -dsemiitaaiin- ies 
: Advertising Associates, Phoe- To the Editor: I second the mo- ager, Chain Belt Co., Milwau- 
ail nix, Ariz. tion! kee. 
Jew : 7 . . RALPH C, CHARBENEAU, ” e e 
r is | four sets of twin eyes—and the Pure-Pak Division, Ex-Cello |New Munsingwear Booklet 
ine | center one must be the ninth—it Schmidt Distributors to Get Corp., Detroit. Helps Hosiery Salespeople 
for | Pas no twin. (Was the 10th the | Beer Sales Trend Story bd e e To the Editor: Enclosed is a 
Ad- | One who said “no”?) To THE Eprtor: MAY WE HAVE RE-| Rita Displays a Calendar copy of our informative hosiery 
an ee mg PRINT FOR 200 DISTRIBUTORS YOUR| ‘To the Editor: Like thousands of | booklet entitled “What Every 
— ARTICLE Nov. 27 IssUE AD AGE RE- other companies, we are now dis-| Salesgirl Should Know About DONT GET CAUGHT 
Mf 2 ° GARDING SALES TRENDS AND BEER. tributing 1951 calendars. It has| Munsingwear Sculptured Propor- 
= Phoenix Ad Insertions NOEL CROUCH, been our custom to send to adver-| tions.” This manual contains per- BEHIND THE 8 B ‘All! 
Depend on Local Weather AD MANAGER, JACOB SCHMIDT | ticing publication editors the usual | tinent facts which enable hosiery 
ae oe BREWING Co., St. PAUL. : A : : : : There’s an easy way out of type troubles. When 
To the Editor: Clay W. Stephen- , press release material covering this| salesgirls to do a more intelligent you're caught in adeadiine rush, just call FOTO- 
son mentions the Conoco winter oil e e . rather routine happening—routine | job of selling our fine line of WO-| TypE to the rescue. It’s the speedy, simple answer 
board posted in a 93° temperature because it happens every year, but | men’s hosiery. to typesetting worries. Anyone can set type as 
| area. He comments that “all ad- Agency Booklets Are Still necessary because all of those in| This booklet is being distributed | fast as 15 characters a minute! Just slide die-cut 
€rn | vertising is a local proposition.” Available from AA the advertising business have a| among our accounts, many of | |ettersintoaligning composing stick and mount on 
ga A feature of this year’s Valle To the Editor: The report yo tural interest in what each other| whom are using it in their sales| '27°Ut: Sevethours, dollars, and nerves. Write for 
k- — , y A Pp you na . a g free catalog. This entire ad set with Fototype. 
x of the Sun Club advertising is the| published not long ago entitled| is doing. training programs. 
si€- Tenclosed, to be run in a dozen of “Advertising Agency Functions| This time, we thought it might LEONE BIER, 
ae cold country’s metropolitan news-| and Compensation” was a highly| be interesting, from your readers’ Hosiery Stylist, Munsingwear 


papers between Thanksgiving and 


prized addition to our library. Un- 


standpoint, to relieve the monot- 


Inc., Minneapolis. 


READ BY MORE THAN 2700 MANUFACTURERS 
OF PAPER PACKAGES — — — 


tributed on invitation by industry experts. An 
advanced editorial program is under way for 
1951, which will include authoritative cover- 
age of all phases of box manufacturing— 


management, selling and plant operation— 
with special material of actual dollars- 
and-cents value to readers. In addition, 
regular features and departments, in- 
cluding full coverage of all industry 
news and developments, will be con- 


Complete plant coverage is essential if 
your advertising is to do its full job in 
generating sales in the highly concen- 
trated, yet relatively complex, paper box 
manufacturing industry. BOXBOARD 


Essentially COMPLETE Coverage 


ABC Circulation of 2228 now supple- 
mented by carefully chosen’ Directed 


CONTAINERS is the oldest and best- Circulation of 450 . . . Total Distri- tinued. 
known magazine in the field, for 58 bution... 2788 
years familiar to box men under its old + + + penetrates A larger (9 x 12”) page size pro- 


923 Setup Box Plants . . . 733 Folding 
Carton Plants . . . 411 Corrugated 
and 132 Solid Fibre Shipping Con- 
tainer Plants . . . 200 Plants making 
Fibre Cans, Tubes, Drums and other 
Boxboard packaging items. 
(Figures contain duplications . . . some plants 
make more than one item) 


vides even better visibility for 
advertisements of all sizes. 
BOXBOARD CONTAINERS 
is handsomely printed in our 
own large plant—you can be 
sure that your advertising 
will appear at its best in 
these attractive pages, 
for real sales results. 


name of SHEARS. It reaches into all 
important subdivisions—makers of cor- 
rugated, folding, setup boxes and other 
boxboard packaging items; and pene- 
trates deeply into the numerous multi- 
plant operations within these subdivi- 
sions. 


BOXBOARD CONTAINERS articles 
are staff-written, except for those con- 


The Basic Book 


for Reaching Box Manufacturers 


a 


RLY SHEARS 22 E. ML CAGO 11, IL 
ESTABLISHED 1892 19) PARK AVE., NEW YORK 7, N. Y. 
West Coast ...............»......1./MeDonald-Thompson 
625 MARKET $T., SAN FRANCISCO § * 3727 W. 6th ST., LOS ANGELES 5 
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Bott Agency Starts 25th Consecutive Year 
of Preparing Sales Letters for One Client 


Cuicaco, Dec. 13—The world’s 
record for continuity of a series of 
sales letters is claimed by Leo P. 
Bott Jr., who operates his own ad- 
vertising agency here. However, 
Mr. Bott says he will yield the 
crown willingly to anyone who can 
disprove his claim. 

Every month for the past 24 
years, a sales letter prepared by 
Mr. Bott has been mailed by Ful- 
ton-Wassell Paper Co., paper dis- 
tributor in Little Rock, Ark., to its 
mailing list. The 288th letter, dated 
Nov. 1, marked the start of the 
25th year. 

Except for the first few, all of 
these have been “gadget” letters— 
letters to which a trivial novelty is 
attached and to which the text of 
the letter alludes. Mr. Bott asserts 
he is one of the pioneers of this 
type of letter. 


ws The attachments affixed to the 


ONE 
NEWSPAPER 
Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
spend $15 billion every year on prod- 
ucts you sell. And one medium deliv- 
ers the s. pean of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America. 
Whatever you sell, you can sell it to 
N better in the new Courier. 
Always a leader, always ex 7 
the Courier’s new addition of popu! 

4 color comics and exciting magazine 
section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 
Negroes more, write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 


letters have included such articles 
as a hairpin, postage stamp, rubber 
band, paper clip, etc., plus such 
unusual items as a genuine (but 
dead) wasp, a cocklebur, Spanish 
moss, Mexican jumping bean, rot- 
ten fish line, corset string, marked 
playing card, etc. All have had 
appropriate tie-ups with the paper 
sold by the Fulton-Wassell Co. 

Some of the letters have been 
actual cut-outs such as the shape 
of a bee hive, horse’s head (to 
which some straw was attached at 
the mouth), steaming cup of coffee, 
pair of feet, beer glass, and others. 

A capsule review of business 
history may be obtained from the 
letters, which usually refer to cur- 
rent events: hand-to-mouth buy- 
ing, depressions, business recovery, 
war, reconversion, shortages and 
the current war economy. In recent 
years, as now, the theme has been 
shortages. Despite limited paper 
stocks, Fulton-Wassell has con- 
tinued the letters, in order to keep 
in constant touch with the trade 
and to be prepared for better 
times. 


Names Mortimer Bryans 

Mortimer Bryans, who has re- 
signed as vice-president of L. E. 
McGivena & Co., New York ad- 
vertising agency, will represent 
Family Circle and several other 
American publications in London. 
Mr. Bryans was formerly London 
managing director for N. W. Ayer 
& Son. He also acted for the Pep- 
sodent Co. as managing director 
for Great Britain and continental 
Europe. 


Plans Change to Monthly 

“Ford Dealer,” bi-monthly deal- 
er service magazine published by 
the Ford Motor Co., Dearborn, 
Mich., plans to change to a monthly 
in the near future. 


DRAMATIC 


280% IN FOOD 


161% IN DRUG 


CREASED 
RECORDS. 


101%, 


Keep Your Eyes on Charleston, S. C. 


IN THE 


CHARLESTON METROPOLITAN 
COUNTY AREA 


IN THE 10 YEAR PERIOD 


BETWEEN 1938 AND 1950. 
(As Estimated in SALES MANAGEMENT of Nov. 10, 1950) 


PER CENT SALES INCREASE 
— 313% IN AUTOMOTIVE 


248% IN RETAIL — 199% IN FURNITURE 
— 152% IN GENL. MDSE. 


IN THE 10 YEAR PERIOD BETWEEN MARCH 1940 AND 
MARCH 1950 TOTAL POPULATION OF CHARLESTON 
COUNTY INCREASED 32%, 
PERIOD THE TOTAL COMBINED SUNDAY AND DAILY 
CIRCULATION OF CHARLESTON NEWSPAPERS 
ACCORDING TO PUBLISHERS' 


CHARLESTON COUNTY, PROSPEROUS AND 
GROWING, FORMS THE CHARLESTON MET- 
ROPOLITAN COUNTY AREA, OF WHICH 
CHARLESTON IS THE COUNTY SEAT. 


INCREASES 


— AND IN THAT SAME 
IN- 


THE CHARLESTON EVENING PosT 


~The News and Courier — 


* CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO. 


The Eye and Ear Department 


The Bob Hope show, for Frigidaire—on NBC-TV Sunday 
night, November 26—was a wonderful example of what makes 
for good entertainment on either a variety or a dramatic show. 

Hope is himself, of course, a master showman—and any piece 
of theater is a better piece of theater with a top personality in 
the starring role. But even a good entertainer fails to be enter- 
taining with lousy material. 

The question, therefore, becomes “What makes for good 
material?” 

Well, as Hope’s show—a re-hash of what he did for the boys 
in Korea—certainly demonstrated, sex is an important factor. 
(Shakespeare himself seldom overlooked it.) Where, however, 
in a dramatic presentation, sex can take the form of an emo- 
tional conflict between a man and a woman, or two men and 
two women or any combination thereof, in variety entertain- 
ment it need take only the form of a pretty girl and some 
situations that indicate the conflict between human natures and 
the mores. 

Then it must make possible the projection of the viewer him- 
self into the action. Hope’s show was built largely around Army 
life in that distant and unhappy country of the Far East. Some 
of the references may have been over the heads of anybody 
but actual servicemen, but the situations were such as anyone 
could understand and appreciate. 

The Hope show had pace, too—with no situation or musical 
number drawn out any longer than was necessary to distill its 
full essence and leave you, while satisfied, not full or satiated. 

As this reviewer has several times pointed out, it seems 
tragic that, in so many TV shows, endless time and energy and 
talent are expended on the entertainment and, apparently, 
little more than passing attention is given to the commercial— 
which after all, not only supports the show but is intended to 
support the sponsor,. too. 

Frigidaire’s commercials—especially the one with refrigera- 
tors, stoves, dishwashers and what-not tied up with Christmas 
ribbons and holly—were about as flat, dull and unconvincing 
as they could be. The Eye and Ear Department is of the 
opinion that Frigidaire would have been better off if it had 
confined itself simply to a voice-over announcement, at the 
end of the show, saying “Frigidaire has brought you the Bob 
Hope show with the hope that, if you plan to give your wife a 
refrigerator, or an electric stove or an automatic dishwasher 
this Christmas, you’ll remember Frigidaire—and be sure to see 
what Frigidaire has to offer before you buy.” For the average 
viewer must certainly have felt more grateful to Frigidaire for 
the show it provided than for the information it dispensed in 
its commercials. 
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Festival of Britain 
Schedules $125,000 


for ‘51 Promotion 


New York, Dec. 12—Four con- 
secutive full-color pages in Life, 
Jan, 22, will be used by Ellington 
& Co. to launch the U. S. cam- 
paign for Festival of Britain in 
1951. 

This ad, according to the agency, 
marks the “first time a travel ad- 
vertiser has used four consecutive 
full-color pages in a single issue of 
a leading national consumer mag- 
azine to present information on a 
single subject.” 

The festival has appropriated 
$125,000 for advertising space. The 
Life ad will be followed by a full 
page, b&w, in The Saturday Eve- 
ning Post, Time, Holiday and The 
New Yorker, and two b&w pages 
in Newsweek. Full pages will be 
taken in the international travel 
supplement of the New York 
Times and world travel guide of 
the Herald Tribune. 

Each ad will explain the festival, 
which commemorates the Crystal 
Palace Exposition of 1851, and will 
tell what Britain is prepared to do 
during the exhibition, which will 
be throughout England, Scotland, 
Wales and Northern Ireland, from 
May 3 to Sept. 30, 1951. 


Develops New Sales Aid 

Powell Announcer Corp., 30 E. 
Oak St., Chicago, has developed 
a point of purchase magnetic tape 
reproducer designed to give repe- 
titive reproduction of one-minute 
messages. According to the com- 
pany, Powell Announcers may be 
equipped with directional speak- 
ers, and messages can be actuated 
by an electric eye, contacts con- 
cealed in mats in front of special 
displays, by coins or levers in 
vending machines and other de- 
vices. 


Lupton Agency Names Two 
John Mather Lupton Co., New 
York, has appointed Nat Water- 
ston production manager, and 
added Monroe G. Gordon to the 
copy department. Prior to joining 
Lupton, Mr. Waterston was with 
Waterston & Friend in a similar 
capacity. Mr. Gordon was for- 
merly with Goldsmith Bros. 


Warren Joins Foster Agency 

Robert Warren has joined Harry 
E. Foster Advertising, Toronto, as 
account executive in the agency’s 
Montreal office. He will specialize 
in merchandising and sales promo- 
tion. 


Rhodes Signs Show on CKLW 
Rhodes Pharmacal Co., Cleve- 
land, manufacturer of Imdrin, has 
signed to sponsor the “Story of 
Dr. Kildare,” over Station CKLW, 
Detroit, from 2:30 to 3 p.m., Sun- 
days. The 52-week contract was 
placed through O’Neil, Larson & 
McMahon, Chicago agency. 


Brisacher Shifts Theobald 

Roberta Theobald, formerly in 
the San Francisco office of Bri- 
sacher, Wheeler & Staff, has been 
transferred to the agency’s Los 
Angeles office, where she will be 
in charge of radio and TV time 
buying. 


Tolle Opens PR Office 

Kendall L. Tolle, for the past 
four years publicity and public re- 
lations representative for Benton & 
Bowles on the Florida Citrus Com- 
mission account, has opened a pub- 
lic relations and citrus informa- 
tion office in Lakeland, Fla. In ad- 
dition to maintaining his Lakeland 
office, Mr. Tolle also is associated 
in St. Petersburg with Robert R. 
Leahey, color photographer and 
movie producer. 


John Keavey Joins Basford 

John M. Keavey, formerly with 
Fuller & Smith & Ross, has joined 
G. M. Basford Co., New York and 
Cleveland, as an account execu- 
tive. 


It’s Official!! 


GARY second city 
in Indiana 


says U. S. Bureau of Census 


Metropolis 
of Indiana 
Industry 


Only one medium reaches this area with sales-producing impact: 


THE GARY POST-TRIB 


Gary’s o nly newspaper 


more than twice the effective family coverage of all Chicago 
dailies combined in the Gary Trading Area. No other medium 
even approaches our circulation penetration in this market. 


National Representatives: BURKE, KUIPERS & MAHONEY 
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The Biggest Audience in the Hospital Market 
Available for 1951 at the Lowest Rates! 


Here’s big news for advertisers and agencies! 


Rates in Hospital Management, the leader in ABC paid hospital 
circulation, in unit, coverage and in departmental penetration, 
are to be adjusted as of January 1, 1951, in accordance with 


circulation increases since the present rate card was established. 


But (because we promised months ago to do our best to hold 
the line on rates), we are accepting orders for space to be used 
throughout next year at the present rates. Hospital Manage- 
ment has always been the outstanding value in this field, from 
the standpoint of both circulation and coverage, and now it 
becomes the big economy package! 


But to enjoy this rate protection, your order must be issued 
before January 1, 1951, because our present rate card becomes 


obsolete on that date. 


The hospital field is enjoying an all-time boom—with more new 
hospitals being built and more patients cared for than ever 
before. Construction expenditures of $750,000,000 in 1950 will 
probably be exceeded in 1951, because of the key role assigned 
to hospitals in the civilian defense program. Expenditures for 
hospital needs are running at a rate of more than $3 billion a 


year. This is the preferred market in the mass consumer field. 


Hospital Management covers this big, active and expanding 


market more thoroughly than any other magazine. It has the 
largest paid hospital circulation, it reaches far more hospitals 
than any comparable journal, and it reaches into all key depart- 
ments with impact and penetration. 


These statements are all proven and documented—not the 


“me, too” talk of advertising salesmen. 


Hospital Management’s active buying audience is responsive. 
Mail-order advertisers in this field say it outpulls other journals 
by from two to five to one. Thousands of inquiries from inter- 
ested buyers are forwarded to manufacturers as the result of 
brief product descriptions or informative literature listings. 
And it covers the whole field—not just one kind of hospital or 
one type of buyer. 


Here’s the magazine that will do the job of registering your sales 
story, supporting your distributors and salesmen, and giving you 
service in sales promotion as no other publication can do. Our 
service bulletins are in such demand that many advertisers use 


them as the basis of their whole sales program. 


So to get the most from an active, rapidly expanding market, at 
rates which will never again be available, send your order now. 
The final date for advertising contracts, covering space to be 
used in 1951, is January 1! Contact nearest office for complete 


information. 


Orders Covering Use of Space in 1951 Issues Accepted | 
at Present Rates Until January 1, 1951, Only! 


ACT NOW TO TAKE ADVANTAGE OF 
PRESENT LOW ADVERTISING RATES 


— Times — 

Space Units 1 6 9 12 

ree rer ee $270 $235 $217 $200 
2/3 page (2 cols.).. 220 190 175 160 
Fg rere 195 170 157 145 
1/2 standard ...... 170 147 136 125 
i fF Pee 125 107 99 90 
Peres 95 82 76 70 
LOGE 0 cccse css 70 60 55 50 
2 page spread...... 450 385 353 320 


Hospital Management 


200 EAST ILLINOIS STREET « CHICAGO 11, ILL. 


11 EAST 47th STREET — NEW YORK 17, N. Y. 
SIMPSON-REILLY, LTD., 703 MARKET ST., SAN FRANCISCO 3 
SIMPSON-REILLY, LTD., 1709 W. EIGHTH ST., LOS ANGELES 17 
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Only 20 Me 
Could Fill 


of a man: 


motional creative experience. 


chandising. 
Is a hard, fast worker, with 


operation of an able and expe 


and foresight. 


other pertinent information. Our 


YOU MAY BE ONE OF THEM! 


Major advertising agency needs and will pay well for the services 


Who is a top-flight advertising writer with real “sell” in his 
copy ...a man thirty-five to forty-five years old who... 


Has at least 10 years of successful major advertising and pro- 


Has at least five years creative-contact experience with auto- 
mobile manufacturing managements on promotion and mer- 


problems both in detail and over-all and to develop and com- 
pletely wrap up practical programs to meet these problems. 


A mature, poised individual who inspires confidence on the part 
of client management and knows how to get along with people. 


To such a man we offer the best working conditions, the full co- 


group, and a future that is limited only by his own energy, ability 


Is this you? If it is, write Box 7770, Advertising Age, giving us a 
resume of your business history, your education, marital status and 


will welcome you into our organization. 
200 E. Illinois St., Chicago 11, II. 


n in the U.S. 
This Job! 


ability to see sales and dealer 


rienced advertising agency staff 


own people know of this ad and 


Information for Advertisers 


No. 3826. Export Advertising Bud- | 


gets and Practices. 

Types of advertising media 
used by 2,392 companies through- 
out the country for their export 
advertising activities, as well as 
appropriations, -are contained in 
this survey published by American 
Exporter. The group reporting 
consisted of medium size manu-| 
facturers of industrial equipment, | 
automotive products, agricultural 
equipment, electrical material and 
supplies, home appliances, hard- 
ware and tools. 


No. 3828. Retaii Sales Statistics. 


Retail sales statistics for the 16 
counties making up the large 
Roanoke, Va., market covered by 
the Roanoke Times and Roanoke 
World-News are given in this new 
market and media study. A fea-| 
ture of the study is a colored map | 
showing the family coverage by 
counties, along with tabulated cir- 
culation figures. 


No. 3829. Selling Canadian Indus- 
tries and Professions. 

National Business Publications | 
Ltd. has published a new brochure 
covering all its publications serv- | 
ing the $16 billion industrial and) 
professional markets in Canada. | 
Comments pertinent to each mar-| 
ket, as well as reproductions of | 
each publication are included. 


No. 3827. Selecting Advertising | 
Medium in the Plumbing and 
Heating Industry. 

A ten-question method of se-| 
lecting an advertising medium in 
the plumbing and heating industry | 


is presented in a 20-page booklet 
offered by Plumbing & Heating 
| Business. It contains comparative 
media data on the trade publica- 
tions serving this field, as well as 
services offered by this particular 
publisher to suppliers selling the 
| plumbing and heating field. 


No. 3832. How to Sell the School 
Market. 

Principal buying factors which 
must be influenced, as well as pur- 
chasing practices followed by ad- 
ministrators in the school field, 
are outlined in this four-page bul- 
letin issued by The School Execu- 
tive. Market data based on school 
enrollments projected for the next 
ten years are included, along with 


|information as to the number of 
| school systems, colleges and pri- 
| vate schools, educational buildings, 


classrooms and the dollar volume 


| spent annually in the school and 


college field. 


No. 3837. 1951 Buying Intentions 

of Iowa Farm Families. 

Building and buying intentions 
of Iowa farmers for 1951 are out- 
lined in this market data folder 
issued by the research department 
of Wallaces’ Farmer and Iowa 
Homestead. Based on results of a 
‘recent survey of 1,500 farmers it 
reports the number of new build- 
ings planned, as well as what is 
being planned in the way of re- 
modeling and repairs to present 
buildings. Also given are sales po- 
tentials for plumbing, heating, and 
cooking products, household fur- 
nishings, electrical, automotive and 
tractor equipment and _ general 
farm equipment. 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 29. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


Please send me the following (in 
—please print or type) 


Readers Service Dept., ADVERTISING AGE 


sert number of each item wanted 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


Advertising Age, December 18, 1959 Adve 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line, Add two lines for box number. Deadline Wednesday noon 12 days pre- 
ceding publication date. Display classified takes card rate of $11.25 per 


HELP WANTED 


column inch. Regular card discounts, size and frequency, apply on display. 
sincmae nan iocaemensetntt 


aeaiailditen 
POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


For the right woman—there is an open- 
ing in our organization for an experienced 
woman to serve as associate editor on a 
leading trade publication—must have at 
least two years’ experience on all phases 
of trade-paper work—reporting, copy 
reading, layout, proof reading, and make- 
up. This opening is not in New York, 
and no beginner need apply. 
Box 3515, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Personable young advertising man (or wo- 
man) capable of conducting own agency 
business in Chicago with clients furnished 
by us. Prefer some agency experience 
with electronics accounts. 

Box 3512, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ng, Sales Promotion and Management. 
* . 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


A leading trade magazine, published in 
the South, has an opening for a thorough- 
ly experienced woman as associate editor. 
Experience should have been gained on a 
trade paper, and should include all the 
operations necessary to getting a trade 
magazine to press. 
Box 3516, ADVERTISING AGE 
200 E. Illinois St:, Chicago 11, Ill. 
FOREIGN ADVERTISING 

Can you sell, hold and service foreign 
advertising accounts? This agency needs 
a mature man, who thoroughly knows 
foreign advertising, to secure new clients 
in Chicago and Middle West. Compensa- 
tion will be liberal straight commission. 
Our organization is the oldest and best- 
known of this specialized type of agency. 
Reply in confidence and detail. 

Box 3524, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ASSOCIATED EDITOR who knows field 
crops and can write for a leading South- 
ern Farm Magazine. Must be young, en- 
ergetic and ambitious. Good starting sal- 
ary with incentive program to proven pro- 
ducer. Send complete resume to: 

Box 3526, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Space Salesman $6,000 

Semi-Consumer Field 
GEORGE WILLIAMS—PERSONNEL 

209 S. State St. HA 717-2063 Chicago 4 


WANTED — A MARKETING RE- 
SEARCH MAN. Here’s the answer 
to opportunity and to personal prog- 
ress. One of the most prominent and 
widely known American pharma- 
ceutical manufacturers, located in the 
Midwest, needs the right man with a 
background in marketing research 
to set up and develop a department. 
This is an immediate opportunity 
which is offered preferably to the 
man with ethical pharmaceutical 
marketing experience. We would 
prefer a man between the ages of 25 
and 40, enjoying good health and 
reasonably exempt from military 
service. He will be a man of ambi- 
tion, vision and independent judg- 
ment, with the personality and ability 
to get along with other department 
heads with whom his work will co- 
ordinate. Write in confidence stating 
age, education, marital status, busi- 
ness experience, military status, etc., 
pending personal interview. Address: 
Suite 1228, 30 West Washington St., 
Chicago 2, Illinois. 


Advertising Man 
LOOKING FOR 
TOUGH ASSIGNMENT 


Aggressive and experienced Ad- 
vertising man with successful 
record as Salesman, Advertising 
Manager, and Agency Account 
Executive . .. is looking for a 
job with a challenge. 

‘osition must be with Firm who 
wishes to increase Sales Volume 
. . . introduce New Products... 
or reach New Markets. 

Will require authority to work 
closely with Sales and Production 
Depts. . . and make recommenda- 
tions. 

Highest References. Presently em- 


ployed as Mer. for large Mid- 
west eres. Goods Mfr. 
Box 7769, VERTISING AGE 


200 E. Illinois St., Chicago 11, II. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Can furnish market research department 
for small manufacturer in Texas or near- 
by state. Top-notch man spend part time, 
furnish own clerical help, $6,000 a year. 
Box 3501, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


BREWERS, DISTILLERS, AGENCIES 
Experienced man will go into field as 
liaison with outdoor, point of sale and 
car card people. 18 of my 44 yrs. experi- 
enced in all aspects of these mediums. 
Sincere, with initiative and hustle to pro- 
duce effective results. Present location 
5 yrs. Want job to replace position be- 
coming too routine. Married, college, no 
military status. Will re-locate. Let me 
mail complete resume. 

Box 3513, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SEEK CREATIVE JOB 
Editorial-publicity bkgd., 5 yrs. exp. Coll. 
educ. vet, 27, Chicago pref. 

Box 3514, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER 
Retail Chain, Mfg., Agency background. 
Leading Companies. College Grad, 29. 

Box 3517, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
SALES PROM.-ADVERTISING MAN 
Creative, original, forceful writer. Top 
exper., plans, policies, campaigns, con- 
sumer and indus. Knows merch., budgets, 
media, prod. In thirties. $8-10,000. 
Box 3518, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN Executive type, in- 
timate knowledge lumber, hardware, gro- 
cery and building materials markets. Suc- 
cessful, practical experience, space sales, 
field sales, merchandising, advertising 
and direct mail sales. Any territory with 
sales potential to support $10,000 a year 
executive an acceptable challenge. 

Box 3519, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


TEACHER-AD MGR. AVAILABLE FEB. 
12 yrs experience in industrial, retail ad, 
2% yrs in univ. teaching. Journ grad. 35. 
Some graduate work. Tire, appl. exp. 
Box 3521, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


IDEAS FOR TV SPOTS 
Creative, visual selling is fun. I love 
it! Scripts-storyboards-prod problems. 
Draft Exempt. 35. Full or part time. Nor- 
man Tolson, 7955 Kenwood Ave., Chgo. 


Wanted: An association with real creative 
and executive talent—a place to think, 
plan and produce quality, not just quan- 
tity—an opportunity to grow with, share 
in and help build. In return I offer an 
excellent record as A, E. for a major in- 
dustrial, several consumer and direct 
mail accounts—as asst. adv. mgr. large 
mfgr. of electrical equipment. B. J. degree. 
Harmonious worker. Fine visual feel. 
Convincing copy. 29. Resume on request. 

Box 3522, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


PRODUCTION MANAGER 
Production man with 5 years agency ex- 
perience desires change, Married, 27, with 
experience in traffic, space, and planning 
in medium size agencies. 
Box 3523, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CATALOG COPY CHIEF 
Major league experience in both hard and 
soft lines directing large copy staff. 
CREATIVE COPYWRITER 
Responsible for promotional direct mail 
campaigns, brochures, envelopes, covers. 
MERCHANDISE & SALES ANALYST 
Staff work in merchandise, sales analysis, 
ad production control and budgeting. 
Available January 2, Chicago. Age 34. For 
resume and references, write: 
Box 3525, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


~ REPRESENTATIVES WANTE 


Wanted—An experienced magazine repre- 

sentative for new Chicago publication. 
Send full information. We will respond, 

Box 3520, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
NOW - 1951 IDEA CALENDAR - $2.00! 
14 Big Pages of Timely Ideas 
Roy Jacobs, P. O. Box 162, Washington 
Bridge Station, New York 33, New York 


For Rent—Space suitable for small adver- 
tising agency—can also be had with living 
accommodations, 1% room apartment. 
Rent very reasonable—immediate posses- 
sion. Contact James Manley, Surrey Cock- 
tail Lounge, 152 E. Ontario St., Chgo. 


Established Representative wants high 
class assistant. Must have long experi- 
ence in advertising departments of 
Dailies, Weeklies or Magazines. Chi- 
cago office. Some traveling. Salary and 
Commission. Give full information. 
Box 7767, Advertising Age, 200 E. IIli- 
nois St., Chicago 11, Il. 


/ | Successful account exec. desires relo- 


cate Southwest or South. Prefer 
agency but open to “right spot” as adv. 
mgr. 10 yrs. 4-A agency exp. College. 
Age 36. Health Good. Family incl. 2 
ch’n. Salary now 5-fig. Climate main 
concern. 

Box 7768, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, IIL. 


Bund Says Ads 

Will Aid Morale 

in Mobilization 
Sees Good Soft Lines 


Market, Small Chance 
of Drop in Advertising 


Cuicaco, Dec. 11—Advertising 
will play an important role in 
maintaining public morale during 
the period of restriction and in- 
convenience due to the mobiliza- 
tion drive which lies ahead, Dr. 
Henry Bund, director of the divi- 
sion of management methods, Re- 
search Institute of America, New 
York, told the Chicago Business 
Papers Association today. 

“A democracy will unquestion- 
ably accept the demands of a state 
of war,” he said. “It takes with il] 
grace very similar demands put 
on it by the exigencies of defen- 
sive rearmament. To bring about 
public acceptance of the situation 
will take more than Washington 
officials or leaders of industry can 
do alone. It will take full under- 
standing by the entire American 
people. 


a “The best means, maybe the 
only means, of carrying this mes- 
sage to the people and of putting 
it across lies in completely disin- 
terested, intelligent, institutional 
publicity and advertising. The 
more of it that comes from places 
and people other than those in 
charge of our national policy, the 
more believable it will be. 

“The ability of the advertising 
fraternity in all of its branches to 
rise to this challenge and fulfill 
this vital function in the difficult 
period ahead will not only be its 
own best vindication, but may well 
have a decisive influence on the 
outcome of the world struggle.” 

Dr. Bund predicted ultimate 
mandatory controls of materials 
and prices; labor shortages, and 
difficulties in reconciling long- 
range defense needs with immedi- 
ate production of military equip- 
ment. He sdid that durable con- 
sumer goods will suffer severe cut- 
backs, while soft goods will be in 
ample supply, with unusual mar- 
keting opportunities, based on high 
incomes, and restricted supplies of 
other products. 


ws In spite of reduced production 
of household appliances and other 
hard goods, Dr. Bund looks for cdn- 
tinued advertising by manufactur- 
ers in this group. 

“They are very much con- 
cerned,” he explained, “about the 
status of their brand names in the 
public mind. Even more than dur- 
ing the last war, they are deter- 
mined to see to it that the seller’s 
market doesn’t reduce the value 
of the consumer franchise which 
they have so carefully built up 
over many years of advertising and 
promoting. 

“There will undoubtedly be a 
shift in many of these lines away 
from competitive selling copy 
toward the institutional type of 
ad. However, barring extreme 
contingencies, it doesn’t seem at 
all likely that there will be any 
substantial drop in the advertising 
budgets of these industries. 


a “The soft goods lines have a 
good chance of seeing their poten- 
tial markets broadened substan- 
tially. Many alert managements 
are certain to bet solid dollars on 
their ability to cash in on the op- 
portunities presented. 

“Add to that the very real need 
for industry-wide efforts to make 
the American consumer as con 
scious of his clothing, food and 
service expenditures as he has 
been made conscious of the car he 
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TOAST—Trio attending party at the Park 
Lane, New York, which officially 
launched Better Living, new monthly, in- 
cludes Christine Holbrook, editor; Mar- 
vin Pierce, president of McCall Corp.; 
and Alvan B. Sommerfield, director of 
sales development for the magazine. 
Better Living, which bows next May, 
is backed by McCall and endorsed by 
Super Market Institute. 


drives or the size of the television 
screen he owns, and it is quite logi- 
cal to expect that the total amount 
of advertising by soft lines will be 
substantially ahead of 1950.” 

Dr. Bund said that the effect of 
an excess profits tax, which now 
seems certain of enactment, will 
be to maintain or even increase 
advertising volume. 


SEES CONTROLS KILLING 
FREE ENTERPRISE SYSTEM 


CuicaGco, Dec. 12—Dr. Melchior 
Palyi, leading economist, told the 
Chicago Industrial Advertisers 
Assn. last night that the rigid con- 
trols which are planned by the na- 
tional administration will destroy 
free competitive markets and lead 
to a totalitarian economy. 

“In this case, the cure will prove 
to be worse than the disease,” he 
insisted. “Part of the control mech- 
anism is to fight inflation, which 
in most cases if left alone pro- 
duces its own cure. The outlook is 
for many years of regimented 
economy.” 


s Dr. Palyi challenged current U. 
S. policy, which he said is influ- 
enced largely by the desires of 
Great Britain and other nations, 
and urged the adoption of a firm 
and vigorous program based on the 
interests of the United States. 

He pointed out that the Chinese 
and other Asiatic situations could 
be easily handled without huge 
land armies, through blockade of 
the Chinese coast, strategic bomb- 
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ing of power and transportation 
installations and support of Chiang 
Kai-shek in an invasion of South 
China. 


U. S. Rubber Sets Drive 

United States Rubber Co., New 
York, plans the largest promotion 
in 1951 for its Naugahyde plastic 
upholstery. Beginning early in the 
year, half-page full-color ads will 
run in seven magazines and trade 
publications. Fletcher D. Richards 
Inc., New York, handles the Nau- 
gahyde account. 


Exhibits English Posters 

Charles W. Hoyt Co., New York 
agency, is exhibiting a collection 
of English poster advertising, in- 
cluding several posters created by 
Ashley Havinden, art director of 
W. S. Crawford Ltd., London, af- 
filiated agency of the Hoyt com- 
pany. 


Loudon Agency Moves 

Henry A. Loudon Advertising 
Inc., Boston, has moved to new and 
larger quarters in the Statler Of- 
fice Bldg., Suite 705. 


AMERICAN 
AIRUMES 


| nd landed on lower- vost hish fidelity 
Concolidated ¥NAMEL PAPERS 


@ Of all the fine quality printing jobs on which 
Consolidated Enamel Papers are cutting costs 
for many of the nation’s leading businesses, none 
is more appropriate than the timetables of 
American Airlines. Their schedules record a con- 
tinuous'story of faster flights, lower fares, and 
other savings created by the efficiency of im- 
proved, modern methods and equipment. 

Similarly, Consolidated Enamels are products 
of a modern efficiency in papermaking that re- 
sults in lower cost without loss of quality. For 
American Airlines and many other large printing 
users, Consolidated Enamels regularly save 15 
to 25% in net paper costs while giving the very 
finest possible printed results. 


oncolidated ¥NAMEL PAPERS 


PRODUCTION GLOSS 


Makers of C hd—d 


CONSOLIDATED 
and industrial laminates = * 


MODERN GLOSS 


WATER POWER 
Main Offices: Wisconsin Rapids, Wisconsin . 


The credit for these savings belongs entirely to 
the revolutionary method by which Consolidated 
Enamels are made. Eliminating many costly 
steps still in use by makers of the old style, 
premium-priced enamels, Consolidated’s modern 
process produces a finished sheet of highest qual- 
ity, simultaneously enameled on both sides, in a 
single high-speed operation. 

Perhaps your own business has no need for 
timetables, but does produce an employee mag- 
azine, direct mail piece, or other quality printing 
where such a substantial, common sense economy 
would be welcome. If so, yourinquiry will promptly 
bring complete facts, prices, and samples with- 
out obligation. You be the judge. © ©. w.P. &P. co, 


FLASH GLOSS 
& PAPER COMPANY 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Sales Offices: 135 So. LaSalle St., Chicago 3, Illinois 
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Give a big 


TUG 


on this rope! 


If you have overlooked or 
not known about the Catholic 
Market, now is the time to 
give a big tug on the rope that 
will pull more business for 


you. 


You can reach over 1,300,000 
families, just about 25% of 
the entire Catholic Market in 
the United States, through 


this “unit.” 


You will reach these friendly 
families in the heart of their 
homes, carried there by pages 
that bring information, inspi- 


ration and guidance. 


Let us help you tug on the 
rope successfully. At the low 
cost of $3.60 a line, you can 


count on a profitable result. 


1,389,848 


ABC Publishers’ Statements 
for June 30, 1950 


When John Meck, president of 


| John Meck Industries, left Armour 


Institute of Technology in 1930, 
he had a crisp 
new electrical 
engineering de- 
gree in his hand 
and high hopes 
for the future. 

His hopes were 
quickly chilled, 
however, when 
he discovered 
that employers 
weren't inter- 
ested in brand 
new engineers. 
And, after a look at the experi- 
enced engineers in the breadlines, 
he decided that he would turn his 
talents to advertising. 

John finally hooked up with 
Fensholt Co., where he found his 
engineering training valuable in 
handling such electronic accounts 
as Belden and Thordarson. 


s His term with Fensholt covered 
the entire depression period and, 
as a result, he acquired experience 
in meeting sales problems at their 
toughest. In addition, he took a 
brief crack at radio announcing 
and did some newspaper writing 
(the latter, he admits, consisted of 
putting together a question and 
answer column—he wrote both 
questions and answers). 

In 1939, he decided that he ought 
to get into the manufacturing bus- 
iness, so he took $900 his wife 
had saved, opened a shop and be- 
gan making small phonographs 
and sound systems. During the 
first year, he turned his money as 
often as 15 times a month. 


You Ought fo Know . . . \ohn8.Meck 


In 1941, when he moved to Ply- 
mouth, Ind., Meck had a lively 
little business. When the war came 
along, he took on subcontracting 
work, developed techniques to 
break several serious production 
bottlenecks and, by 1943, had be- 
come a prime contractor for the 
Army, Navy and Air Force. 


s With the end of the war at hand, 
John Meck looked over the radio 
manufacturing industry. The large 
established companies, he rea- 
soned, would concentrate on big- 
ticket ‘sales to make hay while 
demand was heavy and materials 
were still in short supply. 

He decided that the best way to 
get into the big time in making sets 
for consumers would be to take the 
opposite approach. After that, he 
concentrated on turning out sever- 
al million small table model re- 
ceivers, built to sell at a low price. 

The low-price table models 
found a ready market. Private 
brand marketers signed with Meck 
for increasing quantities of the 
sets, selling them under their own 
label. But John Meck also built 
up an impressive dealer organiza- 
tion. 


ws When the bottom fell out of the 
radio market in 1948, John Meck 
Industries was in a fairly good 
financial position. And, despite the 
advice of friends in the larger 
companies, he decided to try to 
break into television. 

He didn’t have unlimited funds 
for setting up an expensive tele- 
vision production line, so he 
worked out a variety of short-cuts 
and began assembling video re- 


Dur Sunpay Visiror 


Recister Unit 
@ 


ADVERTISING REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 
30 N. Dearborn St., Chicago 2, Ill. 


WORCESTER’S WONDROUS TWINS 


Pap Out $2,500, 000 


F - in Chr istmas 
Club Checks = es: 


1 


™ 


s iat ‘i power : 


Look into Worcester’s mailboxes for another 
indication of the high buying power of this 


prosperous Central New England Market. This month, 


for the second year in a row, Worcester banks 
will distribute to their many Christmas Club members, 
checks totaling over $2,500,000, to give 
Worcester retailers a Christmas busier than ever. 


ane 
oo = 


2. intensive newspaper coverage 


Promote your product in this spending 


«me En 
Se morker through a regular advertising program 
in the newspapers that blanket the area, 


the Worcester Telegram-Gazette. Daily circulation 
in excess of 145,000. Sunday over 100,000. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACH USETTS 
GEORGE F BooTHw Pub&sher- 


- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


ceivers. 

In designing his TV sets, John 
was guided by past experience. He 
reasoned that if low-price radios 
could make him a factor in the 
radio set business, low-price tele- 
vision receivers would find a simi- 
lar consumer demand in the TV 
field. 


ws He set up a number of objec- 
tives, which have since become a 
sort of Meck marketing credo: 

1. Price TV receivers lower than 
o‘her nationally distributed lines. 

2. Give dealers consistently bet- 
ter profit margins, to stimulate 
their enthusiasm in selling Meck 
sets and, at the same time, to give 
them a workable margin. 

3. Put advertising money into 
co-op efforts. 

4. Build production volume by 

selling private label sets to large 
retail chains. 

5. Supply dealers with signs, dis- 
play material and direct mail 
pieces which they can and will use. 

6. Do ‘everything possible to 
build dealer good will. Typical of 
his efforts in this direction now is 
to provide dealers with adapter 
kits (for CBS color) for use on all 
Meck sets in stock, plus all of the 
Meck sets they have ever sold. 


ws Last April, John Meck Indus- 
tries bought controlling interest in 
Scott Radio Laboratories, a vener- 
able Chicago company which en- 
joyed a reputation as a manufac- 
turer of high quality, custom radio 
receivers, but which had not made 
much progress in the television 
field. 

Scott had been losing money 
steadily for three years before 
Meck took over. Within 30 days, 
he says, operations were in the 
black. October sales were ten 
times larger than the volume a 
year earlier and, since Scott TV 
made its debut, demand has out- 
stripped production. 

Meck, incidentally, this year will 
manufacture an estimated 200,000 
video sets (according to data 
assembled by Television Fund 
Ine.), making his company the 
ninth largest producer in the coun- 
try. 

John Meck has demonstrated a 
willingness to shift his ground 
on a number of occasions, one of 
the most recent being the color 
television dispute. 


a When the Federal Communica- 
tions Commission approved the 
CBS color system, he was one of 
the most vocal opponents of the 
move. After studying the system 
with his engineers, however, Meck 
decided that CBS color had pos- 
sibilities and, as a result, he an- 
nounced that all Meck and Scott 
sets would be built so that they 
could be adapted to color easily— 
any type of color. His outspoken 
stand on color exemplifies his 
tendency to express himself freely 
on almost any subject concerning 
the radio-TV industry. 

John married Trudy Freytag, 
whom he met at Fensholt, in 1938, 
and they now have an 8-year-old 
daughter, Faith. At present, they 
spend most of their time in Chi- 
cago, but they also maintain their 
home at Plymouth and often spend 
weekends there. 


s John flies a plane, plays a little 
golf and enjoys an occasional card 
game, but his primary interest is 
his work. He finds it somewhat 
difficult to spend more than an 
hour or two without “doing some- 
thing” and frequently spends his 
evenings in business meetings and 
discussions. 

But, despite his heavy schedule, 
John Meck has mastered the art 
of relaxing and is surprisingly im- 
mune to fatigue. At 42, he feels 
that he is just getting started in 
the radio and television industry 
and hints that he already is formu- 
lating plans for future coups. 


Advertising Age, December 18, 1959 


Johns Named Publisher of 
‘Popular Homecratt 


Russell C. Johns, general man. 
ager of Popular Homecraft, pub- 
lished by General Publishing Co, 
Chicago, has been named editor 
and publisher of the magazine, 

Mr. Johns, who will continue as 
general manager, replaces L. F. 
McClure, president of Genera] 
Publishing, as publisher. Mr. Me- 
Clure will concentrate his actiyj- 
ties as publisher of the recently 
merged Hunting & Fishing com- 
bined with Outdoorsman. 


Crump Names Herman AM 
Crump Inc., Pittsburgh, engineer 
and constructor, has appointed 
Helen C. Herman, formerly adver- 
tising assistant at Firth Sterling 
Steel & Carbide Corp., as execu- 


tive secretary and advertising 
manager. 
R&R Resigns Bank Account 


Ruthrauff & Ryan, New York, 
has resigned the Savings Bank 
Assn. of New York State account. 
It will continue to handle the ac- 
count until the association has had 
opportunity to select a new agency. 


me) 


How many sales 
do you see 
in this picture? 


House BEauTiFuL has 2,700,000 
readers every month*—just count- 
ing people. The real consumers in 
House BEAUTIFUL families are ani- 
mals. A recent survey of this maga- 
zine audience, where at least 90,000 
people are members of families 
earning more than $25,000 a year, 
shows that most of their pets a 
pedigreed. This fact alone a 
their owners’ preference for the 
finest and ability to pay for same. 
Remember, 30% of these same fam- 
ilies own more than one car, 20% 
buy champagne in case lots, 66% 
own their own homes. Why not 
make your product a pet among 
House BEAUTIFUL readers? 
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House Beautiful 


the magazine that sells 
both sides of the counter 


*Based on 4.5 readers per copy and on estim 
average monthly circulation for the first six ™ 
of 1951 at 600,000. 
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Sellers Convinced 
of Good Future 
for FM Stations 


WASHINGTON, Dec. 14—With the 
number of fully licensed FM sta- 


tions at an all-time peak, Edward | 


M. Sellers, FM director of the Na- 
ional Assn. of Broadcasters, be- 
lieves the long-run outlook for 
FM “is favorable.” 

In a special study on FM pros- 
pects, Mr. Sellers found that dur- 
ing the 23 months between Jan. 1, 
1949, and Dec. 1, 1950, the number 
of fully licensed FM stations in- 
creased from 222 to 519. An addi- 
tional 158 stations were operating 
with reduced power under special 
authorizations. 

While 319 FM stations were de- 
leted during the period, Mr. Sel- 
lers points out that only 66 fully 
licensed stations gave up. With the 
percentage of “trial run” stations 
reduced, his report implies that 
most of the FM stations operating 
today are here to stay. 

(Full text of the FM analysis 
is available from the Department 
of Public Affairs, National Assn. 
of Broadcasters, 1771 N. St., Wash- 
ington 6, D. C.) 


‘Cue’ Names Miss Sachs 


Annette Sachs, formerly gener- 
al advertising assistant at Cue, 
New York, has been named execu- 
tive administrative assistant to W. 
T. Long, vice-president in charge 
of sales. Jean O’Hara has trans- 
ferred from the promotion depart- 
ment of Argosy to become assist- 
ant promotion manager of Cue. 


Sweet's Catalog Names Falk 


Richard Falk, formerly a con- 
sultant with Sweet’s Catalog Serv- 
ice, division of F. W. Dodge Corp., 
New York, has been named chief 
consultant at Sweet’s. 


FOURSOME—Enjoying a chuckle at a recent 
portation Advertising are: N. Gist Lamdin, president of Nation-Wide Bus Advertis- 
ing Inc.; George Weber, Milwaukee Transportation Advertising; Ray Carr, NATA 


president, 


Pacific Northwest Transit Advertising; and C. 


I Assn. of Trans- 


ting of the Nati 


H. Murphey, Chicago 


Car Advertising Co. 


Scripps-Howard Schedules New Ad Feature, 
Betty Byers’ Bargain Basket, in 20 Papers 


New York, Dec. 14—Premium | 
offers, contests and similar sales 
promotions sponsored by manufac- 
turers of products sold in food 
stores should get a healthy boost 
with the appearance of a new ad- 
vertising feature, Betty Byers’ 
Bargain Basket, in 20 Scripps- 
Howard newspapers in 16 markets, 
scheduled to begin Monday, March 
5, and every Monday thereafter. 

Advertisers can buy one or more 
70- or 140-agate-line insertions 
in as many or as few Scripps mar- 
kets as they please. Total cost 
will include a proportionate share 
of the space occupied by the fea- 
ture’s title box, plus 21% to cover 
sales and production costs. 

As an example, the cost of six 
70-line insertions would vary from 
$115.86 in the Fort Worth Press to 
$954.24 in the New York World- 


National Nielsen-Ratings of Top Radio Shows 
Week of Nov. 5-11, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,541) (8.7) (+0.8) 
1 1 Lux Radio Theater (CBS, Lever Bros.) ..........- 8,466 20.8 +2.7 

2 2 Jack Benny Show (CBS, Lucky Strike) ............ 7,692 18.9 +2.0 

3 6 Amos 'n’ Andy (CBS, Lever Bros.) ...........+.- 7,163 17.6 +4.7 

4 4 Charlie McCarthy Show (CBS, Coca-Cola) .......... 6,838 16.8 +3.2 

5 12 Fibber McGee & Molly (NBC, Pet Milk) .......... 6,024 14.8 +2.8 

6 5 Godfrey's Talent Scouts (CBS, Lever Bros.) ........ 5,617 13.8 +0.4 

7 11 Mr. Chameleon (CBS, Sterling) ..........-..0065 5,535 13.6 +16 

8 39 Our Miss Brooks (CBS, Colmate) ..............56- 5,454 13.4 +4.6 

9 3 My Friend Irma (CBS, Lever Bros.).............-- 5,413 13.3 —12 

10 22 Red Skelton (CBS, PAG) ........cccccvvcccceces 5,372 13.2 +2.7 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,035) (5.0) (+0.8) 
1 1 Beulah (CBS, PAG) .....cccccccccvecccccesees 3,867 9.5 —0.3 

2 3 Oxydol Show (CBS, P&G) ...........- cece eeeeee 3,541 8.7 +0.8 

3 6 Lowell Thomas (CBS, P&G) .......---.0eeeeeeee 3,337 8.2 +13 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,116) (5.2) (+0.6) 
3 Arthur Godfrey (CBS, Ligy. & Myers) ............ 3,867 9.5 +19 

2 1 Romente of Helen Trent (CBS, Whitehall) ........ 3,337 8.2 +0.4 

3 6 Ma Perkins (CBS, PAG) ......cccccsccccccccees 256 8.0 +0.6 

a 7 Wendy Warren (CBS, General Foods) ............ 3,256 8.0 +0.8 

5 2 Our Gal, Sunday (CBS, Whitehall) .............. 3,175 7.8 +0.1 

6 14 Arthur Godfrey (CBS, Nabisco) ........... 3,134 7.7 +14 

7 11 Challenge of the Yukon (MBS, Quaker Oats) . 7.5 +0.8 

8 22 Arthur Godfrey (CBS, Gold Seal) ......... 7.4 +16 

9 10 Big Sister (CBS, P&G) .......-- eee eee eee eeee 7.3 +0.6 
10 * Arthur Godfrey (CBS, Toni) ..........-.0eeeeeee J y | * 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,262) (3.1) (+0.7) 
1 True Detective Mysteries (MBS, Williamson) ....... 3,215 7.9 +0.5 

2 2 Shadow (MBS, DL&W Coal-Grove Labs.) .......... 3,175 7.8 15 

3 3 Martin Kane, Private Eye (MBS, U. $. Tobacco) ....2,727 6.7 +13 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,116) (5.2) (+0.5) 
1 Armstrong Theater (CBS) ........--.0ee eee cece 4,151 10.2 +0.3 

2 3 Stars Over Hollywood (CBS, Armour) .............3, 744 9.2 +0.5 

3 2 Grand Central Station (CBS, Pillsbury) .......... 3,663 9.0 5 


*Not rated on last report. 


Pulse Network TV Leaders 


Nov. 1-6, 14, 1950 


Boston, Chi Cincinnati, Cleveland, Columbus, Dayton, Los Angeles, New Haven, New York, Phil- 
on adelphia, San Francisco, St. Louis, Syracuse and Washington 


TOP TEN EVENING 


President Truman (all networks) .......- 47.8 
Texaco Star Theater (NBC) ...........- 46.5 
Toast of the Town (Lincoln-Mercury, CBS) .. 30.8 


Philce Playhouse (NBC) 
Your Show of Shows (Several Sponsors, 


NOUR saadastiigsvssesesgeeqetac¢os 29.4 | 
Four Star Revue—Durante (Motorola, 

WOE wine Get 5.06 Pedcearvenkdinctse 29.1 
Fireside Theater (P&G, NBC) .......... 28.4 
Comedy Hour-Cantor (Colgate, NBC) .... 26.7 
Stop the Music (Admiral, Old Gold, ABC) .. 25.1 
Studio One (Westinghouse, CBS) ........ 24.7 


MULTI-WEEEKLY 
Howdy Doody (Several sponsors, NBC) .. 15.1 
Camel News Caravan (NBC) .......... 13.9 


Kukla, =. & Ollie (Ford, Sealtest, 

RCA, 
Perry on (Chesterfield, CBS) 
CBS-TV News (Oldsmobile) 
Faye Emerson (Pepsi-Cola, CBS) 
Captain Video (Johnson candy, Rosefield 


Packing, DuMont) ............-se00e 10.2 
Little Show (Van Camp, NBC) ......... 9. 
Mohawk Showroom (NBC) ............ 9.7 
Small Fry A = Op, > ss rewe 8.4 
a Open House (Anchor Hocking, 

WEEP svevecstovsces PTT Tit it 8.4 


Telegram & Sun. Total cost for all 
20 papers would be $4,226.22. 

Copy for the insertions will be 
prepared by the feature’s owner, 
Allied Newspapers, subsidiary of 
Scripps-Howard Newspapers, and 
will be submitted for advertiser 
approval before publication. Each 
insertion will carry its own illus- 
tration and headline. 


sw Terms of sale include the fol- 
lowing provisions: “Identical of- 
fers by one or more companies in 
any field will not appear in the 
same issue. Competing companies 
in the same field can buy space, 
provided they do not feature the 
identical offer in the same issue. 
No coupon or certificate worth any 
sum of money can be featured in 
an advertisement.” 

Betty Byers’ Bargain Basket 
(Betty Byers is fictitious) was de- 
veloped by Vernon Brooks, direc- 
tor of Scripps-Howard’s general 
advertising department and presi- 
dent of Allied Newspapers, and by 
Charles Jose, Scripps-Howard’s 
new business department manager. 

According to Mr. Brooks, the 
new feature should help increase 


‘food store traffic during the first 


three days of the week, as well as 
stimulate response to premium 
offers. 

The 20 Scripps-Howard news- 
papers scheduled to carry the Bar- 
gain Basket are in Albuquerque, 
Cincinnati, Cleveland, Columbus, 
Denver, El Paso, Evansville, Ind., 
Fort Worth, Houston, Indianapolis, 
Knoxville, Memphis, New York, 
Pittsburgh, San Francisco and 
Washington. 


American TV Productions 
Formed; Stokes Is Manager 


American Television Productions 
Inc. has been formed by American 
Television Inc., Chicago, as a serv- 
ice and production organization to 
produce TV live and film programs 
of all types. It is now at work on 
“The Yellow Kid,” half-hour ser- 
ial on exploits of the ex-swindler, 
Joseph “Yellow Kid” Weil. 

Harold Stokes, executive direc- 
tor and general manager of the 
new subsidiary (and former pro- 
gram director of ABC’s central 
division), told AA that one serv- 
ice offered is to stage special TV 
showings of small products for 
manufacturers groups and others 
so that details of calculating ma- 
chines, etc., may be seen close up. 
Offices of the company are at 5050 
Broadway, Chicago. 


Shrage Appoints Durand 

Max Shrage Co., New York, 
manufacturer of boys’ shirts and 
pajamas, has appointed Durand 
Advertising, New York, as its 
agency. Trade publications and 
direct mail will be used. 


Two Appoint Goerl Agency 
Puerto Rico Tours, San Juan, 


7| and Hotel Flamboyant, St. Thomas, 


Virgin Islands, have appointed 
Stephen Goerl Associates, New 
York, to handle their advertising. 


Jan. 1, 1951, Setas Effective 
Date of Audit Bureau's 70% Rule 


Cuicaco, Dec. 13—The rule re-| 
quiring applicants for full mem- 
bership in the Audit Bureau of 
Circulations to have at least 70% 
paid circulation will become: 
effective Jan. 1, 1951. 

At its meeting here Dec. 7 
and 8 the ABC’s board of di-| 
rectors also amended the bylaws 
so that member publications un- 
able to meet the 70% provision on 
Jan. 1 may continue membership 
provided that they meet the re- 
quirements “not later than the 
period covered by the sixth regular 
six-month’s publisher’s statement 
filed by the publication after Jan. 
1, 1951.” 

The rules were adopted by the 
ABC at its meeting this fall (AA, 
Oct. 30), but the effective date 
was not set until the board meeting 
Dec. 8. 


a The rule requiring a 70% paid 
circulation (applying primarily to 
business papers) for full member- 
ship will not automatically exclude 
applicants with less than the re- 
quired percentage. 

After Jan. 1, applicants “whose 
net paid distribution is more than 
50% but less than 70% ...may be 
admitted to provisional member- 
ship on the affirmative vote of at 
least 14 members of the board of 
directors” and they must state 
their intention of reaching the 70% 
mark in two or three years. 


a Text of the amended sections of 
the bylaws reads as follows: 
Article 2, section 7: 

A publication with paid circulation is 
hereby defined to be one of which 70% 
or more of the total distribution during 
a regular six-month publisher’s state- 
ment period (ending March 31 or Sept. 
30 for newspapers and June 30 or Dec. 
31 for other types of media) qualifies 
as net paid under the standards of the 
bureau. 

Article 2, section 8: 

No publication shall be admitted to 
membership or retained in membership 
in the bureau unless it has and main- 
tains paid circulation in accordance with 
the bylaws and rules of the bureau, 
except as follows: 

(A). Any member publication which 
on Jan. 1, 1951, is unable to qualify un- 
der the definition of paid circulation 
contained in section 7 may remain a 
member, provided it qualifies under the 
said definition not later than the period 
covered by the sixth regular six-months’ 
publisher’s statement filed by the pub- 
lication after Jan. 1, 1951. 

(B). Any applicant for publisher 
membership after Jan. 1, 1951, whose net 
paid distribution is more than 50% but 
less than 70% of the total distribution as 
defined in section 7, may be admitted 
to provisional membership on the af- 
firmative vote of at least 14 members 


of the board of directors. During the 
period of provisional membership the 
publisher's statements and audit re- 
ports shall indicate the provisional 
membership. Such provisional member 
shall have all the privileges and obliga- 
tions of a regular member except the 
right to vote under article 6, section 2, 
of the bylaws. 

Such provisional member must agree, 
as a condition of admission to provision- 
al membership, that the publication will 
qualify for regular membership under 
the definition in section 7 not later than 
the period covered by the sixth regular 
six-months’ publisher’s statement filed 
by the publication following the date of 
admission to provisional membership, 
or that in the event the publication does 
not qualify for regular membership un- 
der the definition in section 7 as pro- 
vided above, his provisional membership 
in the Audit Bureau of Circulations will 
thereupon terminate without further 
action. 


= The ABC board also amended 
chapter 5, article 1, section 5, by 
adding the following paragraphs 
(which apply to newspapers): 


Section 5 (B). 
Where one publisher in a city files 
his publisher’s statement under this 
rule, then other publishers in the 
same city may do the same even 
though they do not qualify under the 
5% minimum requirement, 

Section 5 (C). 
Circulation on a holiday or the day 


preceding or the jay following a holi- * 


day or on days when an emergency 
occurs beyond the control of the 
publisher may be eliminated from the 
averages to be shown in paragraphs 
8 and 11 and reported separately in 
an explanatory paragraph in para- 
graph 28, with full explanation, pro- 
viding the circulation on such day or 
days is 15% or more in excess of or 
below the circulations for correspond- 
ing day or days of the previous week. 

Publishers electing to eliminate such 
days shall notify the managing direc- 
tor before the close of any six months 
period and the managing director 
shall notify other publisher members 
in the same city of such election. 
Where one publisher in a city files 
his publisher’s statement under this 
rule, then other publishers in the 
same city may do the same even 
though they do not qualify under the 
15% minimum requirement. 


aH. H. Kynett, president and 
board chairman of the ABC, also 
appointed a new policy committee, 
members of which are: William A. 
Hart, E. I. du Pont de Nemours & 
Co., Wilmington, Del., chairman; 
Stanley R. Clague, Modern Hos- 
pital Publishing Co., Chicago; E. R. 
Hatton, Detroit Free Press, Detroit; 
Leslie A. Watt, Poultry Tribune, 
Mount Morris, Ill; Benjamin 
Allen, Curtis Publishing Co., Phil- 
adelphia; Carleton Healy, Hiram 
Walker, Detroit; Bernard C. Duffy, 
Batten, Barton, Durstine & Osborn, 
New York. 


Penny Baker Feature 
Proves Worth for 
Food Advertisers 


(Continued from Page 1) 
the retail store,” the paper says. 

Each Sunday, the Courier-Jour- 
nal magazine carries a double-page 
food spread featuring a meal in full 
color prepared by Penny Baker— 
Miss Catherine Foster, in real life. | 
Brands used in preparation of the 
meal are identified along with 
recipes and selling copy on the 
product. 

“Penny Baker’s food spread,” the 
Courier-Journal points out, “looks 
like an editorial feature... reads 
like an editorial feature...and 
gets all the readership of a maga- 
zine food article.” The paper has 
the figures, via Publication Re- 
search Service, to prove it. 


s Monday afternoon, Penny Baker 
prepares the meal featured Sunday 
in the auditorium-kitchen of the 
Courier-Journal building. A prize 
is awarded to the winner of the 
weekly recipe contest, based on 
foods advertised with Penny Baker, 
and the audience is given sample- 


filled baskets of the advertisers’ 


products. 

Penny Baker merchandising car- 
ries much further than this. Letters 
go to distributors and retailers in 
key Kentucky markets two weeks 
or more in advance of publication, 


.| telling them the recipes and food 


products which will be featured. 
Displays are built weekly by the 
merchandising staff of the Courier- 
Journal, and promotion ads run 
every week in the Courier-Journal 
and Times food sections. 

For proof of Penny Baker effec- 
tiveness, the paper points to the 
recipe contest, which averages 
more than 1,500 entries monthly, 
the packed auditorium-kitchen 
every Monday (housewives must 
write in advance for tickets), let- 
ters from advertisers telling of 
sales increases and, as mentioned, 
the good showing in readership 
surveys. 

Penny Baker advertising is han- 
dled by the paper direct and The 
Branham Co. Rates are $300 per 
insertion with 13, 26, 39 and 52- 
week contracts available. 


Appoints Farson, Huft 

McCullough Seed Co., Cincin- 
nati, has appointed Farson, Huff 
& Northlich, Cincinnati, as its 
agency. 
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Military Spending Is Still Low: 
Price Controls Are Due Shortly 


WASHINGTON, Dec. 14—Events 
have forced the administration’s 
hand on price controls. On paper, 
at least, a free economy would be 
possible for a good many months. 
But in practice, the free economy 
has been breaking down for several 
weeks. 

Though six months have passed 
since the beginning of the Korean 
War, military spending is still only 
barely above the level of the same 
period a year ago. Most of the 
present pressure on prices and ma- 
terials is from consumers, business 
men and workers who are jockey- 
ing for position for the “freeze” 
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By STANLEY E. COHEN. Washington Editor 


they know is coming. 

With World War II fresh in their 
memories, consumers find it hard 
to restrain themselves from buying 
durables which inevitably will be 
scarce and more expensive. Bus- 
iness men, too, are painfully aware 
of the fact that those who “patri- 
otically” held the line in 1940 were 
frozen at narrow profit margins, 
while the “greedy” who “prof- 
iteered” were frozen at more com- 
fortable profit margins. 

Only a week ago, Economic 
Stabilizer Alan Valentine was 
asked what his agency could do to 
eliminate the incentive which bus- 
iness men have to raise prices in 
anticipation of a freeze. He said 
he would not answer “hypothet- 
ical” questions, 

« + « 

If you are a hoarder or a prof- 
iteer, beware. Price Stabilizer Mi- 
chael DiSalle says hoarders and 
profiteers are “enemies of the na- 
tion.” He adds that “every agency 
of the government” will be mob- 
ilized in a drive “to protect the 
great percentage of patriotic and 
loyal citizens against the selfish- 
ness and total lack of responsibility 
of this small percentage of jack- 
als.” 

Newsmen who covered OPA and 
WPB gave Economic Stabilizer 
Alan Valentine a rough half-hour 
last week. They wanted to know 
why he was so quick to hop on 
General Motors and Ford for rais- 
ing prices, in view of the fact that 
he stood completely aside when 
steel prices were raised. Newsmen 
also wanted to know whether a 
price rollback on. automobiles 
might not also involve a wage roll- 
back for auto workers. 

* e + 

Industrial purchasing officers 
say National Production Author- 
ity’s “cutback” orders are the least 
of their problems. The big prob- 
lem is to find someone who will 
sell what they are permitted to use. 
Here again, it’s a case of “too little 
and too late.” NPA’s orders are 
supposed to assure equitable dis- 
tribution of available supplies. 
When NPA ails to cut deep 
enough, “permitted usage” is 
merely a hunting license. 

Some purchasing officers say 
today’s industrial markets are 
more chaotic than at any time 
during World War II. 

Newspaper publishers are asking 
NPA to exempt them from a cut- 
back order limiting zinc usage 
early next year by 20%. Their ap- 
peal is supported by the photoen- 
graving unions. 

Publishers say they salvage vir- 
tually all the zinc they use. 

* * 7” 

Lame duck congressmen are 
moving with impressive speed and 
are finding time for a number of 
“doubtful” bills. 

For example: The House has 
passed legislation subtracting air- 
line subsidies from the postal de- 
ficit. Sen. Johnson (D., Colo.), in- 
terstate commerce committee 
chairman, says there is a good 
chance that the bill, saving the 
post office $125,000,000 annually, 


*g | will reach the White House. 


“Anti-merger” legislation is an- 
other sleeper come to life during 
the lame duck session. Debated for 
nearly a decade, it passed the 
House a year ago, and reached the 
Senate floor Thursday. The bill is 
designed to prevent firms from 
buying physical assets of their 
competitors. 

~ + - 

Federal Trade Commission At- 
torney Karl Stecher, asking the 
Civil Service Commission to raise 
his efficiency rating from “very 


good” to “excellent,” charged his 
superiors are “incompetent” to 
rate him. He contended that FTC 
constantly mishandles its cases. As 
an example, he told how a com- 
plaint had been issued against a 
firm Nov. 28, 1942, only to be 
dropped seven years later. The 
reason: FTC found the alleged of- 
fense had been discontinued more 
than three years before the com- 
plaint was issued. 


Lyon Explains Cigar 
Advertising Plans 


ATLANTIC City, N. J., Dec. 11— 
While the experimental advertis- 
ing of the Cigar Institute of Amer- 
ica during 1950 “has produced no 
measurable result volume-wise,” 
Walter K. Lyon, chairman of the 
institute’s advertising committee, 
told a joint.meeting of the institute 
and the Cigar Manufacturers Assn. 
here last week, “the intangible 
trade level impact resulting from 
the advertising has renewed trade 
confidence and justified the ex- 
penditure.” 

Because of this, Mr. Lyon said, 
an expanded advertising program 
for 1951 has been authorized (AA, 
Dec. 4). The budget for 1951, Mr. 
Lyon said, will be $200,000 and the 
institute’s advertising will appear 
in Life, The Saturday Evening Post 
and 120 college newspapers and 
magazines. 

“We are hopeful,” he concluded, 
“that 1952 will mark an even 
greater expansion in use of media 
by virtue of sustained effort by all 
departments of the institute.” 

Samuel Blumberg, general 
counsel of the Cigar Manufactur- 
ers Assn., declared that “industry 
is headed for a completely re-or- 
dered economy. The effect on in- 
dustry will be in direct proportion 
to the essentiality of the industry 
on our war economy. For the 
cigar manufacturing industry to 
operate adequately, the coopera- 
tion not only of the manufacturers 
but of all segments of the industry 
will be necessary.” 


Six New Accounts Go 
to Calkins & Holden 


Calkins & Holden, Carlock, Mc- 
Clinton & Smith, Los Angeles, has 
acquired six new accounts. They 
are: Caltex of California, manu- 
facturer of Caltex swimsuits and 
sportswear; O’Rossen of California, 
manufacturer of custom-tailored 
women’s coats, suits and jackets; 
W. R. Woodard Co., women’s 
blouse manufacturer, and Miss 
Pat & Co., which markets chil- 
dren’s and teenagers’ blouses and 
skirts. The agency will handle all 
trade and consumer advertising 
for these accounts. 

N. Fluegelman & Co., eastern 
textile manufacturer, has named 
the agericy to direct its West Coast 
trade and consumer advertising. 
Mitchell J. Hamilburg has signed 
the agency to handle trade adver- 
tising promoting Gene Autry li- 
censed products. 


Plans Expanded ‘51 Drive 


Westgate-Sun Harbor Co., San 
Diego, Cal., packer of Breast-O’- 
Chicken tuna, has announced plans 
for expanded advertising schedules 
in 1951 in major markets, plus 
strong supplementary merchandis- 
ing support on the local level. Ac- 
cording to the company, national 
sales of Breast-O’-Chicken in 1950 
were more than double the 1949 
distribution. Barnes Chase Co., 
San Diego, is the agency. 


Kearney Names A. J. John 


Alphons J. John, advertising 
manager of Kearney & Trecker 
Corp., Milwaukee, manufacturer of 
machine tools, has been given addi- 
tional duties as head of a newly 
created employe-public relations 
office. 


Berglund Joins Gould, Brown 
Stanley Berglund, formerly with 
A. C. Nielsen Co. and Industrial 
Surveys, has joined the executive 
staff of Gould, Brown & Sumney 


Inc., Chicago, marketing research 
organization. 


Advertising Age, December 18, 1959 


FOUR INTO ONE—These Los Angeles agency heads—from left to right, Raymond 
Prochnow, Ralph Yambert, Phil McHugh and J. Stanley Macauley—will merge into 
one new organization Jan. 1. 


Four Agencies Merge into One Jan. 1 as 
Yambert, Prochnow, McHugh & Macauley 


Los ANGELES, Dec, 13—On Jan. 
1, four Los Angeles agency heads 
will merge their organizations to 
form a new agency, Yambert, 
Prochnow, McHugh & Macauley 
Inc., with offices in Beverly Hills, 
at 218 N. Cannon Dr. 

Officers will be Ralph Yambert, 
president; Raymond E. Prochnow 
and Phil D. McHugh, vice-presi- 
dents, and J. Stanley Macauley, 
secretary-treasurer. Mr. Yambert 


has been head of the Ralph Yam- 
bert Organization, Hollywood, 
since 1947. Among the accounts | 
he brings to the new organ-| 
ization are Valleymaid Cream-| 
eries, southern California branch | 
of Creameries of America; First | 
Thrift of Los Angeles; Allied Rec- | 
ord Mfg. Co.; Magnetic Springs | 
Water Co., and S. E. Rykoff & Co. | 
Mr. Prochnow, a merchandising 
consultant, directs the sales pro- 
motion programs of a group of 
companies including “42” Prod- 
ucts Ltd., King’s Men Ltd., SM 
Food Products Co., Zonne Electric 
Tool Co., and Mayfair Markets. 


w Added to the new agency by 
Phil D. McHugh, head of the agen- 
cy bearing his name, are Optimist 
International, Berl Berry Lincoln 
Mercury Dealer, Bisno & Bisno, 
Don of Beverly Hills, Fire Detec- 
tor Co., S. V. Hunsaker & Sons, 
Miller Desk & Safe Co., Sturdy 
Dog Food Co., Thompson Glass 


& Paint Co., and others. 

Mr. Macauley, who has operated 
his own agency since 1947, was for 
19 years a directing partner of 
Essig-Macauley, with offices in 
Los Angeles, San Francisco and 
Chicago. 


Set NY Industrial Show 

The Greater New York Indus- 
trial Show, sponsored by the Tech- 
nical Societies Council of New 
York Inc., an affiliation of the 
New York sections of 17 technical 
societies, will be held May 7-11, 
in the 71st Regiment Armory. The 
show will present machinery, tools, 
materials, new processes, new 
methods and new ideas in the 
manufacture and fabrication of a 
variety of finished products. 


Milprint Names Hultkrans 

Milprint Inc., Milwaukee, litho- 
grapher, has elected Paul Hult- 
krans, in charge of the company’s 
research and product development, 
as a vice-president. Mr. Hultkrans 
will direct an accelerated pro- 
gram of producing packaging for 
defense items and new consumer 
goods. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT® SIGN CO. 
Division of 
900 Kibby 31. Lime, Obie, U $A 
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Groundwork Laid to Hold Consumer 
Goods at Almost Any Level of Output 


(Continued from Page 1) 

To meet immediate military 
needs, NPA established a priority, 
available to defense contractors 
and subcontractors. 

NPA’s second major policy was 
to provide equitable distribution 
of remaining materials to non-de- 
fense consumers. 


s To prevent distortions in the 
distribution system, and assure all 
companies a fair share of avail- 
able supply, NPA’s orders limit 
the quantity of priority that busi- 
ness producers must accept, thus 
assuring non-defense companies 
continued access to their regular 
suppliers. 

Where supplies permit, all non- 
defense users are treated alike, re- 
gardless of relative importance. 

With the quantity of military 


usiness is great, 
thank you, at... 


WOW is embarking on 
one of the heaviest 
commercial schedules 

in its 28 years in 

WOW is like a great 
hotel—troom can al- 

ways be found for a 

good client who has 

a selling job to be 

done in WOW-Land. 
WOW can always add a 
cot (with a fine inner- 
spring mattress, too!) in 
the bridal suite. 

Why the great rush of 
clients to WOW, when 
other stations are 
scrapping for business? 
Because WOW has 100,000 
more listening families 
every day and every night 
than its nearest compet- 
itor. Because WOW delivers 
this audience at a lower 
cost per thousand. 


Insurance Bidg., Omaha 
Telephone WEbster 3400 
Frank P. Fogarty, Gen’l. Mgr. 
Lyle DeMoss, Ass't. Gen’l. Mgr. 


or 
ANY JOHN BLAIR OFFICE 


WOW Congratulates BROADCASTING 
On its 20th Year of Service to Radio 


orders certain to increase sharply, 
these policies are already under 
reexamination. NPA Chief Wil- 
liam H, Harrison has warned that 
scarce materials like copper, alu- 
minum and tin are to come under 
new types of orders which will 
prevent their use by non-essential 
industries. 

From committee meetings, it be- 
came known this week that, before 
long, tin will be denied for dog 
food cans and beer cans. Similar 
restrictions for other metals, pat- 
terned on World War II, are in the 
making. 


sw Even with declaration of a na- 
tional emergency, the pace of in- 
dustrial mobilization still depends 
on the speed with which military 
contracts are issued, for there can 
be very little industrial mobiliza- 
tion and curtailment of consumer 
goods industries until there are 
military orders to take up the slack 
—use the materials that are re- 
leased, keep the factories busy, and 
assure paychecks for the workers. 
Until now, the actual amount 
of military equipment produced 
has been quite small. Budget fig- 
ures for the period July 1 to Nov. 
21 are only fractionally above the 
amount spent by the services in 
the identical period a year ago. 


ws The reason for this, of course, 
is that military orders cannot be 
placed until authorities decide the 
exact types of weapons they will 
need, and top officers are reluctant 
to make these decisions until they 
examine the performance of 
American equipment under com- 
bat conditions, to determine 
whether improvements are re- 
quired. 

This process has been under way 
throughout the Korean campaign. 
In general, the feeling here is that 
time has run out, and the final 
decisions cannot be long postponed. 
In all probability, military orders 
and essential civilian programs— 
including industrial expansion— 
will be sufficiently far along by 
late spring to justify complete al- 
location of materials like steel, 
copper and aluminum. At that 
stage, consumer durables will be 
reduced to a trickle, and will most 
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MERCHANDISER—Peyton Hoge, advertising manager of Brown-Forman Distillers 
Corp., Louisville, demonstrates a new bar, which is i in y 

of the company’s new King blended whisky. At the left is the display as it would 
look in the store, and center and right it is shown turned inside out for home use. 


Surfaces are treated to make 


laoded J ai 


it water and alcohol resistant. 


likely pass entirely out of produc- 
tion. 


HERBERT MARCUS SR. 


Da.tias, Dec. 12—Herbert Mar- 
cus Sr., 72, president of Neiman- 
Marcus Co., died yesterday follow- 
ing a heart attack. He and A. L. 
Neiman founded the famed Dallas 
specialty store in 1907. Mr. Nei- 
man later sold his interest. 

Although blind for the last three 
years, Mr. Marcus had continued 
to be active at the store until the 
end. Survivors include his wife and 
four sons, Stanley, Edward, Her- 
bert Jr. and Lawrence, all officers 
of Neiman-Marcus. 

From an initial spread advertise- 
ment in Dallas newspapers on Sept. 
8, 1907, announcing the store’s 
launching, Mr. Marcus had used 


advertising boldly and creatively | Sept 


in establishing a new kind of fash- 
ion merchandising in the South- 
west. He always worked intimate- 
ly with the Neiman-Marcus adver- 
tising staff, and was a stickler for 
good taste in copy. 


McPherson Opens PR Office 


C. L. McPherson, formerly with 
the Pennsylvania Railroad in a 
public relations capacity in St. 
Louis and New York, has opened 
his own public relations office in 
Portland, Ore., in the Nortonia 
Hotel. The new concern will be 
known as Steve L. McPherson & 
Associates. 


Direct Mail Volume 
Hits October Peak 


NEw York, Dec. 14—In October, 
dollar volume of direct mail ad- 
vertising rose to $80,233,785, the 
Direct Mail Advertising Assn. es- 
timated last week, with the ten- 
month total for 1950 at $726,357,- 
050. 

October’s record total was up 9% 
over September and 14% over 
March, the highest previous month 
during the year. 

Here’s the month-by-month 


Besegssess 


3833833838 


NAB Names William Treynor 
William K. Treynor, formerly 
account executive for WTOP-TV, 
Washington, has been named as- 
sistant director of station relations 
for the National Assn. of Broad- 
casters, Washington, effective Dec. 
26. He will serve under John F. 
Hardesty, station relations director. 


Cohen Joins ‘True’ 

Richard N. Cohen, formerly in 
the men’s wear division of 
Stroock & Co., has joined True, 
New York, as men’s wear coordi- 


nator. 


U.S. May Not 
Pay Institutional 
Ad Expenditures 


(Continued from Page 1) 
able cost primarily for the purpose 
of offering financial support to 
such journals because they are of 
value for the dissemination of 
technical information for the ip- 
dustry. Thus any benefit resultant 
to the Air Force from such adver- 
tisement is of an indirect nature. 

“3. Action by this headquarters 
of issuing a list of such publica- 
tions might be interpreted as con- 
stituting advance approval of 
any action to be taken in the 
placing of advertising in the 
named technical journals. 

“The possible result of such a 
misinterpretation might therefore 
be the placing of a far greater 
amount of advertising in such 
journals than was ever contem- 
plated, together with a greatly in- 
creased item of cost to be borne 
by the government. 


we “4. The character of the adver- 
tising is also important. It would 
be misleading to simply list quali- 
fied magazines, without also set- 
ting standards for the advertising 
copy to be used. 

“5. If such a list were published 
it would be necessary to keep it 
constantly under scrutiny in order 
to insure that the approved maga- 
zines had not changed their status 


would mean that appropriate per- 


view every issue of every maga 
zine for the purpose of ascertain 
ing the above fact.” 

Says Air Materiel Command: 
“It is the responsibility of th 
contractor to make a determina 
tion at his own discretion and hi 
own risk, of the magazines to b 
chosen by him for advertising pur- 
poses.” 
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Sick of Bum Art, high prices? 


Spread 4000 new, top-quality spots, 
covering every need, before youand 
pay only $1.00 for those you use. 


CESS Easy to use; limited to recognized 
) 


agencies, editors & Ad Mgrs. 
Write today for free brochure 


STIVERS STUDIO 


P. ©. Box 3684 + Son Francisco 19, Californie 
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DEALERS WINDOWS > 


Dealer windows and store interiors provide extremely important 
advertising space. Mass circulation, dealer identification, point-of- 
purchase promotion are all furnished when that FREE space is 
utilized with American Decal signs and valances. Attractively col- 
orful, long lasting and easily applied American Decals can play 
an important part in promoting the popularity and preference of 
your product. Skilled creative designing service and consultation 


on request. 


PEP 2 fDecalcomania flo. 


DISPENSERS - FIXTURES, ‘ETC. 


4334 W. FIFTH AVE. 
CHICAGO ILLINOIS 
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AM Stations Fighting 


(Continued from Page 1) 
all of them. (NBC radio affiliates 
in New York, Chicago, Washing- 
) ton, Cleveland and San Francisco 
don’t enter into the controversy; 
they are all owned and operated 
by the network.) 


s Some six AM stations agreed to 
take NBC’s advice and accept less 
money as a means of luring TV- 
azzled advertisers back to radio. 
They are believed to be WGY, 
chenectady; WSM, Nashville; 
BAP, Fort Worth; WDSU, New 
rleans; WMC, Memphis, and 
SOC, Charlotte. All except 
SOC are TV operators and own- 
rs of the only video outlet in 
heir city.) 

The others indicated various de- 
rees of non-cooperation, ranging 
rom threats of not renewing net- 
ork contracts to suggestions that 
he whole proposition warrants 
ore study. 

“We are unalterably opposed to 
e idea,” J. Leonard Reinsch, 
anaging director of Atlanta’s 
owerhouse station, WSB, told AA. 
Our ratings are higher and we 
re delivering more of an audience 
ay than we did five or ten years 
go. There’s never a survey taken 
ut what we’re in first place.” 

He pointedly called attention to 
he fact that WSB’s present con- 
ract with NBC expires Dec. 31, 
nd a new one has not yet been 
igned. WSB has a TV outlet. 
bout 20 major NBC-AM affilia- 
ions come up for renewal within 
the next couple of months. 


s With newsprint shortages and 
xcess profit taxes expected mom- 
ntarily, this hardly seems the time 
or radio to talk about reducing its 
rices, he continued, adding, “if 
dvertisers can’t get space in 
agazines and newspapers, they’ve 
‘ot to go into radio.” 

“Only an inexperienced man- 
gement, new people who don’t 
now the business,” would have to 
sort to bargain prices to sell ra- 
‘io at a time when its “value is 
till solid,” Mr. Reinsch asserted. 

(WSB already charges local and 
ational spot advertisers more— 
450 per hour for Class A time— 
han network advertisers, who pay 
420.) ; 

He warned that the network will 
ace another kind of resistance, 
ven if it should be successful in 
etting stations to go along with 
he reductions: “They may find 
any stations unwilling to deliver 
ation option time for any good 
rogram. And a network can’t ex- 
ct to attract the big advertisers 
f it can’t clear the stations they 
ant.” 


Also not pleased with the pros- 
ects of taking in less revenue on 
is radio operations is Walter 
vans, president of Westinghouse 
Radio Stations. Westinghouse sta- 
tions in Boston (where the com- 
pany is in the telecasting business 
as well), Pittsburgh and Phila- 
delphia would be affected. 

“We don’t believe it’s necessary,” 
he said, “though we are quite will- 
ing to listen to the network’s story. 
We are enjoying our biggest month 
in national spot and local sales. If 
we can sell that, NBC should be 
able to sell the network.” 

Mr. Evans expressed the fear 
that once the basic price structure 
of radio is weakened, the trend will 
spread to other networks and to 
non-TV cities, in which Westing- 
house operates two AM stations. 
He added that a network reduction 
| would “raise hell” with the local 
and national network structure. 
The retail and national spot ac- 
counts are the primary source of 
local station income. 


NBC Rate Cut Plan 


Characterizing the move as “ill- 
| timed,” C. Robert Thompson, gen- 
|eral manager of WBEN, Buffalo, 
said: “We don’t believe radio is 
dead. In fact, we are increasing 
our daytime rates effective Dec. 
pc hy 

A similar step is under consider- 
ation at WSYR, Syracuse, which 
is expected to be in the hold-that- 
nighttime-line camp. 


= In general, midwestern affiliates 
of NBC feel that proposed reduc- 
tions are unjustified at this time. 
None of the stations checked by 
AA would admit considering the 
possibility of severing network 
connections, however. 

Harry Bannister, general man- 
ager of WWJ, Detroit, told AA that 
NBC’s announcement of the Janu- 
ary meeting “changes the com- 
plexion of things. As long as we 
are going to sit down and discuss 
it, we will keep an open mind on 


tives are not too happy about the’ 
proposals, “circumstances may 
change radically in the next 30 
days.” 

L. W. Herzog, assistant general 
manager of WTMJ, Milwaukee, 
said that “we certainly didn’t greet 
the request with shrieks of joy. 
Naturally, we are considering the 
proposal but we haven’t yet ac- 
cepted it.” 


ws Frank P. Fogarty, general man- 
ager of Station WOW, Omaha, told 
AA that WOW would go to the 
Jan. 10 meeting prepared to con- 
sider all network arguments care- 
fully. "He added, however, that a 
study of “all listener data we have 
shows no justification for rate re- 
ductions in this market.” 

E. K. Gaylord, president, WKY, 
Oklahoma City, said that the sta- 
tion will not approve NBC’s pro- 
posal. “We do not expect to go 
along,” he told AA. “We have a 
contract. We have lived up to our 
obligations and we expect NBC to 
live up to its end.” 

Station KSD, St. Louis, will not 
approve the proposed reductions 
because, as General Manager 
George M. Burbach said, “a con- 
sideration of all factors shows no 
‘justification for a reduction in our 
rates.” 

He said that KSD has increased 
its power, has built a new plant 
and has experienced steadily in- 
creased costs. Billings have gone 
up this fall from 22% to 33%, as 
compared with last year. “Why 
would local and national advertis- 
ers be coming in if they were not 
getting value received at current 
charges?” he asked. 


w Broadcasters and _ representa- 
tives call attention to the fact that 
all other media, newspapers, 
magazines—and “even independent 
radio stations’—are asking and 
getting more money from adver- 
tisers. Many network stations, 
which in the past seven or eight 
years have improved their power 
and facilities and increased their 
audiences, have repeatedly asked 
NBC during those years for the 
rate increases warranted by such 
improvements but with no success, 
stations say. Meanwhile, some of 
these same broadcasters have 
raised their local and national spot 
charges in line with their new cir- 
culation figures. 

Representatives generally are 
working behind the scenes to help 
support their stations in their ef- 
fort to keep prices up. Many of 
them are supplying station man- 
agers with facts and figures com- 
piled to show how well radio is 
faring despite TV competition. 
These take into consideration out- 


of-home listening, dual set listen- 


the subject.” While WWJ execu-|/ . Bath een 
fe The Chicago publication printing plant of Western Newspaper Union 


is being sold to an organization headed by Russel C. Hughes of Hughes 
Printing Co., large eastern printer. Mr. Hughes will take over the plant 


signed the account. 


Steel’s agency. 


shortly after-Jan. 1. 


executive. 


Last Minute News Flashes 


Savings Bank of N. Y. Appoints Muir & Co. 


New York, Dec. 15—The Savings Bank Assn. of New York State has 
appointed Muir & Co. as its agency. Ruthrauff & Ryan recently re- 


IBM to Run Free Enterprise Ads in All Dailies 


NEw York, Dec. 15—International Business Machines Corp. will use 
every daily newspaper in the United States (full pages in tabloids, 
1,200 lines in standards), including papers in 20 foreign languages, to 
run an all-text message from Thomas J. Watson, chairman of the board. 
Headed “Capitalism: Nothing Is Superior Except by Comparison,” the 
ads will present a pitch for free enterprise. Inserts will appear the 
week of Dec. 18. Cecil & Presbrey is the agency. 


T. Keating Murdock Joins Lennen & Mitchell 


NEw York, Dec. 15—T. Keating Murdock, formerly advertising man- 
ager of Manning-Bowman Co., has joined the merchandising and re- 
search department of Lennen & Mitchell, New York. 


Cunningham & Walsh Boosts Fox; Other Late News 


e Herbert S. Fox has been named vice-president of Cunningham & 
Walsh, New York. Mr. Fox, who has served with Cunningham & Walsh 
and its predecessor, Newell-Emmett Co., for a number of years, super- 
vises creative work on various accounts. 


e Pressed Steel Car Co., Chicago, has introduced a new type freight 
car made of plywood electronically laminated with plastics. Initial pro- 
duction of the car, said to be bigger, stronger, lighter and more dur- 
able than the conventional steel box car, will start in January. No ad 
schedules have as yet been set. Albert Frank-Guenther Law is Pressed 


te William J. Fanning, formerly executive assistant to Newsweek’s 
promotion managér, has been named administrative assistant to Gib- 
son McCabe, advertising manager of Newsweek. 


e Donald J. Kelly, with the American Express Co. since 1947, has 
been named assistant manager of the advertising section. 


e Richard B. Smith, formerly with Kenyon & Eckhardt and N. W. 
Ayer & Son, has joined J. M. Mathes Inc., New York, as an account 


e William J. Shine, president of the New York chapter of the Ameri- 
can Marketing Assn., has been named director of research and mer- 
chandising of Fletcher D. Richards Inc., New York. 


ing in TV homes, etc. 


= Calculated to be most disturbed 
are broadcasters who have tele- 
vision competition, but from some- 
body else other than themselves. 
Some 13 NBC stations—the two 
Westinghouse outlets already men- 
tioned among them—are in that 
group and thereby included in the 
rate reduction list. 

Such a station is WERC, Erie, 
Pa., which is categorically opposed 
to NBC’s proposition. 

“In August we increased our 
power from 250 watts to 5,000 
watts day and night. We can’t see 
the justice of expecting us to 
lower time costs. What we should 
do is raise them,” Charles E. Den- 
ny, general manager, said. 

The basic national spot rate on 
WEERC is $150 hourly for Class A 
time; the corresponding network 
rate is $120. The station has had a 
TV application pending for more 
than two years. 


a These are some of the arguments 
NBC is said to advance in support 
of lower network AM rates: 

1. Major network evening time 
is being sold at cut prices, and has 
been ever since the ANA presenta- 
tion. This is an admission that “Op- 
eration Tandem” reduces rates, but 
NBC men say that other networks 
(excluding CBS) have pared their 
rates for advertisers. 

2. Regardless of whatever “fan- 
cy charts are invented” to show 
that radio is on the upbeat, the 
psychological factors, particularly 
in New York, where most of the 
buying is done, are against AM in 
favor of TV, because advertisers 
and agency men see its power in 
their own homes. 

3. The network apparently is 
convinced that advertisers’ unor- 
ganized boycott against nighttime 
network radio will continue until 
the price comes down. 

E. Y. Flanigan, managing direc- 
tor of Fort Industry’s Station 
WSPD, Toledo, said that no pro- 
posal had been received from NBC. 


ficials do not feel that a reduced 
rate is justified, since “our rate for 
the past ten years has been too 
low.” 


General Precision Presents 
New Line of TV Equipment 


General Precision Laboratory, 
Pleasantville, N. Y., has introduced 
a new line of television equipment. 
One is an “improved” TV camera, 
which the company claims will be 
easier to operate than current 
models. “More consistent picture 
quality is assured home viewers 
through control improvements 
which permit switching from dis- 
tant to closeup shots without loss 
of focus,” it was stated. 

Another device is a utility film 
projector which is already being 
used by one network to project 
filmed commercials directly from 
the scene of sports pickups, etc. Still 
another device is a video recorder 
utilizing “electronic rather than 
mechanical control.” 


Some Cobalt Promised 
to Speaker Manufacturers 
Speaker manufacturers, meeting 
with top industrial mobilization of- 
ficials in Washington Thursday, 
were promised “some” cobalt to 
keep the radio and television in- 
dustry operating during January. 
Officials would not comment on 
whether present “rations’—50% 
of normal—would be maintained. 
Cobalt is needed for electromag- 
nets. General consensus of the 
meeting was that radio and TV 
production will continue until 
military orders for electronic 
equipment are placed in quantity. 
Long-run outlook for radio and TV 
appeared dark. 


Harry Sholl Named A. M. 

Harry Sholl has been appointed 
advertising manager of the Chi- 
cago Printed String Co., Chicago. 
He had _ been assistant sales 
manager of the Tie-Tie division 
of the company for the past two 
years. 


Joins ‘Town & Country’ 

Janet B. Rhodes, former assist- 
ant merchandise editor of Made- 
moiselle, has joined the New York 
advertising staff of Town & Coun- 


Nevertheless, he said WSPD of-! try 


| 
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Public Service Will 
Be Radio Industry's 


Forte in Emergency 


WASHINGTON, Dec. 14—Members 
of the Broadcast Advisory Council, 
meeting with President Truman 
today, were assured that there is 
no thought of the government tak- 
ing over radio stations in the event 
of an emergency. 

Industry members were told to 
go ahead with plans to organize 
for public service, along the lines 
worked out during World War II. 

During its one-day meeting here, 
the council visited with Secretary 
of State Dean Acheson, Defense 
Secretary George Marshall and 
Commerce Secretary Charles Saw- 
yer. It discussed operating prob- 
lems with information officers of 
the State and Defense Departments, 
and industrial mobilization with 
William H. Harrison, administra- 
tor of the National Production 
Authority. 


s The council was organized by 
the National Assn. of Broadcast- 
ers at the suggestion of Dr. John 
R. Steelman, assistant to Presi- 
dent Truman, in order that “the 
entire broadcasting industry be in- 
stantly available to the govern- 
vment as required.” 

In addition to broadcasters and 
networks, members of the council 
are J. R. Poppele, president, Tele- 
vision Broadcasters Assn.; Robert 
C. Sprague, president, Radio-Tele- 
vision Manufacturers Assn.; and 
Seymour N. Siegel, president, Na- 
tional Assn. of Educational Broad- 
casters. 


Life's International 
Edition Shifting 
to Paris Dec. 18 


NEw York, Dec. 14—Beginning 
with the Dec. 18 issue, Life’s in- 
ternational edition will be printed 
for the first time outside the U. S., 
when a portion of the print order 
will be turned out in Paris. It will 
be identical with the Chicago-pro- 
duced version. 

Black-and-white and two-color 
material will be printed by roto- 
gravure, and four-color by letter- 
press by Imprimerie Georges Lang 
(which has printed Time’s Atlan- 
tic edition since 1945) and Im- 
primerie Dessfosses-neogravure. 
Lang will handle the roto portion 
of Life’s Paris run, and collation 
and binding. 


m Edgar R. Baker, general man- 
ager of Time-Life International, 
emphasized that the Paris printing 
is not a separate edition, and said 
that the new arrangement is ex~- 
pected to increase Life’s circula- 
tion by an unspecified amount in 
countries where it is now restrict- 
ed. It is hoped that production will 
be faster and cheaper in Paris. 

Time prints Pacific editions in 
Honolulu and Tokyo, a Latin- 
American edition in Jersey City, — 
the Atlantic edition in Paris, Can- 
adian edition in Chicago, and the 
U. S. edition in Chicago, Philadel- 
phia and Los Angeles. 

Life International was four years 
old last summer, and is a fortnight- 
ly, identical in size and format 
with the domestic version, with 
editorial material taken from the 
two most recent issues of Life. It 
is edited by the American edition 
staff, plus an associate editor, Wil- 
liam P. Gray, who acts as edition 
editor for the international ver- 
sion. 


Hammel-Dahl Names Tragard 


John O. Tragard, former sales 
executive and legal counsel for 
Foxboro Co., Foxboro, Mass., has 
been appointed vice-president in 
charge of sales and contracts of 
Hammel-Dahl Co., Providence, R. 


I., manufacturer of automatic con- 
trol equipment. 
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Revised Retail Sales Estimate 
Shows Higher Figures for Boston 


Boston, Dec. 13—The retail sales 
figures for the Boston metropolitan 
area shown in the Nov. 27 issue of 
ADVERTISING AGE do a serious in- 
justice to the Boston area, Robert 
L. M. Ahern, manager of research 
for the Boston Globe, asserts. 

The mass of figures presented 
on two solid pages gave data on 
population and dwelling units from 
the 1950 censuses, along with 1948 
retail sales figures in ten cate- 
gories, for the 169 standard metro- 
politan areas defined by the Bu- 
reau of the Budget. 

In all areas except New England, 
retail sales figures were accurate- 
ly available from _ preliminary 
census figures, because the areas 
include entire counties. In New 
England, the metropolitan areas 
usually embrace parts of counties, 
and sales figures for these minor 
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qualified readers inter- 
viewed recalled seeing 
one or more of the ad- 
vertisements measured. 


For substantiating data 
and pertinent information see 
AMERICAN BUILDER'S 4-page 
announcement in Section 19 
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civil divisions were not available 
from preliminary census figures. 


s “As a general rule, I think mar- 
keting statistics should conform 
closely to ABC definitions be- 
cause that is the way newspaper 
circulations are sold,” Mr. Ahern 
said. “Any other procedure, inso- 
far as the Boston newspapers are 
concerned, only serves to confuse 
the space buyer. 

“Even if we did accept U. S. 
metropolitan area definitions,” he 
continued, “I cannot understand 
why, with the 1950 population and 
dwelling units shown approximate- 
ly correct, your research depart- 
ment presented total sales and 
sales by trade groups for only the 
counties of Suffolk and Essex 
while the cities and towns of the 
counties of Middlesex and Nor- 
folk were left out entirely from 
your sales figures. In these coun- 
ties are such cities as Cambridge, 
Somerville, Newton, Malden, Med- 
ford, Everett, Melrose, Quincy, etc., 
all very important parts of this 
U. S. census of metropolitan Bos- 
ton. Detailed information on these 
places has been available for a 
matter of months and should have 
been included in the tabulation. 


ws “An error such as this results 
because those who prepare market- 
ing statistics do not recognize that 
the county no longer has signifi- 
cance in defining markets in New 
England but still they persist in 
trying to present information by 
counties for this section. Despite 
the fact that the U. S. census uses 
a county definition nationally, in 
setting up the Boston metropolitan 
district they used only one com- 
plete county and individual cities 
and towns from parts of four others 
in metropolitan Boston. 

“As a result of the failure to 
present all the facts on the Boston 
metropolitan area, total retail 
sales are shown as $1,602,075,000, 
while actually they are $2,206,- 
806,000, with sales unreported as 
yet for 20 towns with a combined 
population of 57,529. This sum- 
mary, therefore, places Boston 
eighth in total retail sales—a posi- 
tion we do not recognize—and fol- 
lowing the same procedure, we 
found ourselves ninth in food group 
sales and in a relatively weak posi- 
tion in other trade groups.” 


s Admitting that the arbitrary 
selection of county data, which it 
was necessary to make because of 
the incompleteness of the figures, 
may have been unfair to Boston, 
the Washington office of ADVER- 
TISING AGE, which developed the 
unusual tabulation, has recomput- 
ed the figures for Boston, basing 
its new computation on the inclu- 
sion of the entire counties of Suf- 
folk and Norfolk, and approximate- 
ly 75% of Middlesex County and 
50% of Essex County. 

This revised computation, while 
still arbitrary, seems to present 
a more accurate picture of the 
Boston market. It shows total re- 
tail sales of $2,236,253,000; food 
sales of $589,000,000; eating and 
drinking place sales of $211,900,- 
000; general merchandise group 
sales of $355,800,000; apparel group 
sales of $195,430,000; furniture, 
home furnishings and appliance 
sales of $99,230,000; automotive 
group sales of $237,750,000; gaso- 
line service station sales of $68,- 
050,000; lumber, building and 
hardware sales of $100,800,000; and 
drug and proprietary store sales 
of $73,500,000. 


# Reprints of the tabulation (in- 
cluding the revised figures for 
Boston) have been produced on 
heavy paper, suitable for desk or 
permanent use, and are available 


AT HIGHWAY FORUM—The full-size Miller highway bulletin in the background was 
one of several that were on display at the highway advertising forum held in 


Chicago by National Advertising Co., Waukesha, 


Wis., subsidiary of Minnesota 


Mining & Mfg. Co. Left to right are Lee Larson, vice-president and sales director of 
National Advertising Co.; C. A. Mathisson, of C. A. Mathisson & Associates, Mil- 
waukee, the Miller agency; and H. R. Larson of National. 


from ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, at 25¢ each, 
10 for $2, or 25 for $4. 

Detailed “official” census fig- 
ures for each of the 18 metro- 
politan areas in New England, for 
which the chart shows only es- 
timated retail sales figures, will 
be ready in about a month, and 
the “official” figures for these 
metropolitan areas will be printed 
in ADVERTISING AGE at that time. 


TV Sets Wanted by 
3,675,000 Families, 


Forum Survey Shows 


New York, Dec. 11—A Wage 
Owner Forum survey by Macfad- 
den Publications shows that 3,675,- 
000 American wage earning fami- 
lies plan to buy television sets and 
483,000 families plan to purchase 
radios. 

More than half of the wage earn- 
ing families who will buy TV sets, 
radios, electric: refrigerators or 
washing machines expect to make 
their purchases on the instalment 
plan. The survey indicates 1,449,- 
000 families are in the electric 
refrigerator market, and 1,491,000 
will buy washing machines. 

Time payment procedure in the 
purchase of these items is attrib- 
uted by Macfadden to two causes: 
“One is the fact that wage earners 
have substantial amounts of sav- 
ings in the form of bank deposits, 
U. S. bonds and the like, which 
can be turned into cash for down 
payments. The other is the devel- 
opment by sales outlets of the 
cumulative plan which maintains 
sales volume, but deliveries are 
retained until the total of necessary 
down payments are accumulated.” 


a The survey, based on questions 
to a 1,500-family panel, also dis- 
closed the following number of 
families believed to be planning to 
buy these other consumer dur- 


ables: 

TROGRO TOCOIIEG, crerscsesstsisicercccnsnccenmnessos 1,491,000 
Sewing hi 1,995,000 
Pianos 735,000 
Gas stoves 441,000 
TEOOETED GROVE occcescecerescccccscesccscveceees 420,000 
Dishwashers 588,000 
Electric toasters 693,000 
BO RII Srnciensscecteseccsenavsiencisoennes 168,000 
GOS TORTIGSTRASED 00100.00000secceceseccececceece 168,000 
Aut bil 1,575,000 
Houses 1,974,000 
KGO, AM and TV, Appoint Four 


KGO-TV and KGO, San Francis- 
co, have announced the following 
new appointments: Vincent Fran- 
cis has been named television sales 
manager, and Alan Johnstone has 
been appointed radio sales man- 
ager. Gladys Ferguson has been 
made sales traffic manager for 
television and Margaret Timmer, 
sales traffic manager for radio. 


Names Shaw & Schreiber 


Insinger Machine Co., Phila- 
delphia, manufacturer of commer- 
cial kitchen equipment, has placed 
its advertising with Shaw & 
Schreiber, Philadelphia. 


TBA Reelects Poppele; 
Will Discuss NAB Merger ° 


Jack R. Poppele, of WOR-TV, 
New York, has been reelected pres- 
ident of the Television Broad- 
casters Assn. for the seventh term. 
Others reelected at the group’s an- 
nual fall clinic are: Ernest Love- 
man, WPTZ, Philadelphia, vice- 
president; Will Baltin, secretary- 
treasurer, and Paul Raibourn, Par- 
amount Television Productions, as- 
sistant secretary-treasurer. 

TBA announced that a commit- 
tee will be appointed “to explore 
the possibility of effecting some 
amalgamation or confederation 
with television trade groups under 
a plan that would assure auton- 
omy with respect to television and 
would best serve the television in- 
dustry.” This was taken to mean 
that the association, which has 
long resisted advances from Na- 
tional Assn. of Broadcasters, is 
now interested in discussing a 
merger with that group. 


Dairy Group Names Olsen 


Fred Olsen, for the past four 
years on the staff of the Washing- 
ton State Dairy Products Commis- 
sion, Seattle, farmer supported 
promotion agency, has been ap- 
pointed manager. He succeeds the 
late Dr. Robert Prior. 


Advances Livingston 


William L. Livingston has been 
named in charge of sales promotion 
for the import division of National 
Distillers Products Corp., New 
York. He has been with the com- 
pany since 1947. 
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Anti-Merger Bill 
Passed by Senate 
After 23 Years 


WASHINGTON, Dec. 13—An anti- 
merger bill which the Federaj 
Trade Commission has been seek. 
ing since. 1927 passed the Senate 
today. 

Since the Senate bill differs only 
slightly from a similar bill passe 
by the House last year, final ae- 
tion at this session of Congress 
seems virtually certain. 

FTC’s campaign for the bill 
opened after a 5-4 Supreme Court 
verdict in 1926 which uncovered a 
gap in provisions of the Clayton 
Anti-Trust Act, designed to pre- 
vent mergers which “substantially 
lessen competition.” 

In its verdict, the Supreme Court 
said the Clayton Act prevented 
companies from buying capital 
stock of their competitors, but it 
held that there was no legislation 
to prevent them from _ buying 
physical assets. 


ws Repeatedly since 1938, the anti- 
merger bill has been a feature of 
“anti-monopoly” portions of Presi- 
dential messages. Several times it 
has cleared committees, or a 
single house of Congress. In the 
81st Congress, it was off to a fly- 
ing start when Rep. Emmanuel 
Celier (D., N. Y.) rushed it out of 
the House judiciary committee. 
During Senate debate, sponsors 
said the bill applies only to firms 
engaged in interstate commerce, 
and only to cases where competi- 
tion is “substantially reduced.” 
Sponsors insisted this would ex- 
empt mergers of “small” concerns, 
but would apply to the purchase 


O’Connor (D., Md.) said the bill 
would not interfere with mergers 
where one of the firms is in fi- 
nancial difficulties. He cited as 
such a case the recent merger of 
the New York World-Telegram 
and the New York Sun. 


‘| THE LETTER SHOP, Inc. 
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of small companies by large ones, 
Under questioning, Sen. Herbert] 
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THREESOME—Royal Howard, left, president of KIKI, Honolulu radio station not 

yet on the air, chats with Dr. Allen B. DuMont, video manufacturer and broadcaster, 

and E. K. Jett, vice-president and general manager, WMAR-TV, Baltimore. The 
scene: Television Broadcasters Assn.’s annual clinic in New York. 


PROGRAM ATTRACTIONS—TBA speakers (left to right) included G. Bennett Larsen, 

general manager, WPIX, New York; Donald Thornburgh, president, WCAU-TV, Phil- 

adelphia, and Dr. Lawrence Deckinger, research director, Biow Co. Eugene S. Thomas, 
manager of video operations, WOR-TV, New York, was chairman of the clinic. 


APPRECIATION—Featured luncheon speaker at the TBA meeting, Ed Wynn’s 
witticisms go over big with (left to right) John T. Murphy, general manager, WLW-T, 


Cincinnati; Sylvester L. (Pat) Weaver, NBC-TV vice-president, and Richard Doan, 
program director, WCBS-TV, New York. 


TBA LUNCHEON SPECTATORS—James O. Parsons Jr., left, and Volney Righter of 
Harrington, Righter & Parsons, station representative, flank Armand Grant, as- 
sistant general manager, WAAM, Baltimore. 


GM Appoints Freer 


T.R. Freer, who has been assist- 
| amt director of bakery sales serv- 
ice for General Mills, has joined 
the company’s research laborato- 
ries as head of the experimental 
foods section. 


Forms Programming Concern 


Leigh Kamman, formerly with 
WLOL, Minneapolis, has formed 
Studio 13 Inc., a programming or- 
ganization for radio, television, 
theater and concert stage, at 0130 
Builders Exchange, Minneapolis. 


‘Naturalism’ in Color and Design Emerging 
in U.S. Home Furnishings, Admen Informed 


Cuicaco, Dec. 13— A distinctive- 
ly American style, based on natu- 
ralism, has developed in the post-| 
war years, Mary Roche, news edi- | 
tor of House Beautiful, told adver- 
iisers and agencies at luncheons 
at the Blackstone yesterday and 
today. 

Designs for draperies, uphol- 
stery, floor coverings, wall paper, 
paints and other products used in 
house furnishings and decoration 
reflect this trend, and an analysis 
of “best sellers” in this field dem- 
onstrates that the public taste is 
definitely toward greens, stone 
grays, yellows, earth browns and 
other colors which reflect nature. 

“The picture window, badly 
used as it has been,’ Miss Roche 
continued, “has made people want 
to have a decorative scheme in 
their homes which does not clash 
with the colors of nature outside 
the home.” 


| 
| 
| 


w The material shown by House 
Beautiful consists of samples of 
the products of 27 manufacturers, 
among 45 who gave the magazine 
information regarding their best 
sellers for 1950. Designs employing 
colors emphasized in nature used 
ferns, meadow flowers and other 
familiar growing things as their 
principal features. 

Another research which sup- 
ported the findings of House Beau- 
tiful was conducted by the Martin- 
Senour Co., Chicago paint com- 
pany, whose method of supplying 
pigments to permit consumers to 
select their own colors has enabled 
it to measure the trend. 

Although more than 1,500 differ- 
ent shades are available through 
this method, only 70 of these ac- 
counted for 99.7% of total sales 
thus far this year, including 200,- 
000 different orders and $2,000,- 
000 worth of materials. The basic 
colors, such as green, brown, yel- 
low and blue, plus flamingo pink, 
were included in the 70 most pop- 
ular decorative plans. 


we Miss Roche explained that the 
exhibit, shown here and in New 
York last week, will be made part 


“Americans,” she concluded, 
“make up their own minds. Styles 
in home decoration cannot be de- 
termined by authoritative procla- 
mation. The trend toward natural- 
ism, as reflected in the best sellers 
of the home furnishings industry, 
is a definite indication of what the 
people of this country want and 
demand.” 


MARTIN-SENOUR WILL 
PUSH NATURAL COLORS 


CuIcaGo, Dec. 13—Martin-Sen- 
our Co., paint manufacturer, an 
affiliate of Sherwin-Williams Co., 
will tie in its 1951 ad schedule with 
the appearance in the January 
House Beautiful of an article on 
the trend in paints toward natural 
colors. ; 

Much of the data in the article 
results indirectly from research 
conducted by Martin-Senour in 
connection with its custom-mixed 
paints. Since 1946, when the com- 
pany set up the first of its “color 
bars,” which enables the customer 
to choose from as many as 2,000 
colors, it has conducted a survey 
designed to show the actual colors 
of paints selected and purchased. 

The .data collected reflect indi- 
vidual preferences of customers 
and interior decorators, uninflu- 
enced by the necessity of choosing 
ready-mixed colors. 


s Success of Martin-Senour’s cus- 
tom-mixed paints is proved, it is 
pointed out, by the fact that its 
color bars are now in department 
stores from coast to coast, includ- 
ing Marshall Field & Co., Chicago; 
Abraham & Strauss, Brooklyn; 
Bullocks, Los Angeles; Frederick 
& Nelson, Seattle; Joseph Horne, 
Pittsburgh; L. S. Ayers & Co., In- 
dianapolis, and J. L. Hudson Co., 
Detroit. 

The company has scheduled full- 
page, full-color ads in Better 
Homes & Gardens, House & Gar- 
den, House Beautiful and Living 
for Young Homemakers, beginning 
in February and_ continuing 
through May. 

Ads will feature Martin-Senour’s 


of a permanent display in the} Nu Hue custom color paints, and 
magazine’s Madison Ave. offices,| will be built around a “color hit 
and that another survey will be | parade” theme. The drive will be 
made next year to determine’ supplemented by dealer coopera- 
whether the trend is being con-| tive ads on the local level, plus 
tinued. local newspaper insertions from 


*540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. 111 E. DELAWARE ST. 
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“Catchup” on sales! 


panels... they’ll remember what 
they read! General Outdoor Ad- 
vertising Co., 515 S. Loomis St., 
Chicago 7, Illinois. 


BREVITY. Just a headline and illus- 
tration is all that’s needed to get 
Ritter’s sales message over. And 
this proven Outdoor technique 
packs more wallop because it’s 
brief. Your customers will read 
your advertising on Outdoor 


leading cities 
and towns 


1925 Silver Anniversary Year 1950 


69 


March through June and July 
which will push use of the new 
colors for porches, garages and ex- 
terior trim. 

MacFarland, Aveyard & Co. here 
handles he account. 


March of Time Names 
Williams to Sales Post 

P. A. Williams, who first joined 
the March of Time, New York, in 
1937 and became its advertising 
director in 1942, has been named 
theatrical sales manager of the 
company. He also will direct the 
film company’s advertising and 
public relations. 

Since 1946, Mr. Williams has 
been on Fortune’s sales staff in 
New York, and has handled spe- 
cial public relations activities. 


Joins Moloney, Regan 


John K. DuMont has joined the 
staff of Moloney, Regan & Schmitt, 
San Francisco, publishers’ repre- 
sentative. He was formerly with 
the now defunct Oakland Post-En- 
quirer. Wal.er Heyneman has re- 
signed from Moloney, effective 
Jan. 1. 


LUCKY 


if your product 
lends itself to 
DIRECT SELLING 


If you manufacture locomotives, 
dredging machinery, battleships, or 
airplanes, this ad is not for you. But 
if you make a product or service 
that’s used in homes, offices, busi- 
nesses, and factories ... we have a 
proved, tested way to build fast vol- 
ume and reap quick profits. DIRECT 
SELLING — sometimes inaccurately 
called door-to-door selling —is the 
way! 


EVE-OPENING HISTORY 


Thousands of ambitious men and 
women are ready to take on your 
product or service on a straight com- 
mission basis. Yes . . . and thousands 
more will actually pay you for the 
privilege of handling your line by 
purchasing stock for re-sale! They'll 
advertise it, demonstrate it, and sell 
it direct to your customers. Without 
consumer advertising, without price- 
cuts, credit losses or inside discounts, 
they’1l turn in a cash volume that can 
keep your plant working to capacity. 
You can reach these salespeople in 
90 days, thousands of them, and put 
them to work for you getting RIGHT 
NOW results. 

Direct Selling moved Seven BILLION 
dollars worth of goods and services 
in 1949. Dozens of companies do an- 
nual volumes of $1,000,000.00 to $10,- 
000,000.00. One does $25,000,000.00; 
another $35,000,000.00. Yet another 
$18,000,000.00. Many of these com- 
panies have been in business 25 years 
and longer, turning in substantial 
profits year after year. 


FREE BOOK 


. 
gives all facts 

Send your letterhead to OPPOR- 
TUNITY MAGAZINE —the leading 
publication in Direct Selling—for the 
fascinating facts. How to reach this 
field, how to present your product or 
service for AT-ONCE results—how 
to operate a direct selling department 
—all questions answered. No obliga- 
tion. Write now. 


OPPORTUNITY 
MAGAZINE 


Dept. A-45, 28 E. Jackson Bivd. 
Chicago 4, Illinois 
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CONSISTENTLY PRINTS 


THAN ANY OTHER 
CHICAGO NEWSPAPER 
MORNING, EVENING 

OR SUNDAY 
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GROCERY ADVERTISING 


TOTAL GROCERY ADVERTISING* PLACED IN CHICAGO DAILY NEWS- 
PAPERS DURING THE FIRST 10 MONTHS OF 1950 


Total* 


Retail* General Linage Per Cent 

CHICAGO DAILY NEWS 1,572,516 1,428,923 3,001,439 42.2% 
Daily Tribune............. 467,720 1,392,382 1,860,102 26.1% 
Daily Herald-American... 912,019 714,365 1,626,384 22.9% 
Daily Sun-Times......... 297,337 329,164 626,501 8.8% 
re ... 3,249,592 3,864,834 7,114,426 100.0% 


*LIQUOR LINAGE OMITTED. 


Source: Media Records, Inc. 


CHICAGO DAI 


In the First 


\ 10 MONTHS 


| OF 1950 the 
' Chicago Daily News 
Printed... 


OF TOTAL 


THIS WAS 


42.2% OF THE 


TOTAL FOOD LINAGE PLACED 
IN ALL CHICAGO DAILY NEWSPAPERS 


IT WAS 


1,141,3 37 MORE LINES 


THAN CARRIED BY THE 2ND 
CHICAGO NEWSPAPER 


LY NEWS 


For 75 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


* NEW YORK OFFICE: 9 Rockefeller Plaza 
* DETROIT OFFICE: Free Press Building 


* MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N. E. Second Ave. 
* LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 
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